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PREFACE 
Globalization, liberalization and privatization are the three most spoken 
words in today’s world. These initiatives paved way for all-round reforms, 
especially in developing economies, like India. The growth of the telecom 
sector in India during post-liberalization has been phenomenal. This 
research aims to throw light on the factors that contributed to growth in the 
segment and presents an insight on the present status of the  industry. 
By the end of 2006, the telecommunication industry had experienced 
continuous growth, as well as rapid progress in policy and technology 
development, resulting in an increasingly competitive and networked world. 
The number of telephone subscribers in India increased to 509.03 Million at 
the end of Sept-09, thereby registering a growth rate of 3.03%. With this, the 
overall Tele-density in India reaches 43.50. The set target of 500 million 
telephones by the end of 2010 has been achieved by September 2009.The 
Marketing Discipline embraces multiple research methodologies and 
paradigms to examine consumer decision making, judgment and purchase 
behavior. It explores the influence of broad, macro-level variables like 
demographics, social class and family socialization processes, as well as the 
effects of marketing variables such as advertising, branding, and store 
layout. Marketing Strategy encompasses selecting and analysing of the 
target market/s and creating and maintaining an appropriate marketing mix 
that satisfies the target market and the organization. According  to  our  
model,  marketing  mix  strategies are  influenced  by   the company’s 
marketing mix decisions while marketing mix decisions  are influenced by 
the regional market environment, demand and size and cultural differences 
of the country. 
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1.1: AN OVERVIEW OF TELECOM SECTOR 
Globalization, liberalization and privatization are the three most spoken 
 words in today‟s world. These initiatives paved way for all-round 
 reforms, especially in developing  economies, like India. These 
 countries realized that development of effective and efficient  means of 
 communications and information technology is important to push them onto 
 the path of development. The growth of the telecom sector in India during 
 post-liberalization  has been phenomenal. This research aims to throw light 
 on the factors that contributed to growth in the segment and presents an 
 insight on the present status of the industry. 
1.1.1: GLOBAL TELECOM INDUSTRY: AN OVERVIEW 
With the awareness spreading around the world on the Information and 
 Communications  Technology (ICT), in the later part of the 20
th
 century 
 countries, especially the  developing ones, began to realize the importance 
 of an efficient telecommunication  network for the development of the 
 economy.  
 At the dawn of the 21
st
 century, the developing countries started to make full 
 use o f the  technology revolution taking place around the world, with 
 many countries liberalizing the  existing stringent policies and regulations. 
 To improve information and  telecommunication technology, 189 
 countries of the UN met at the Fifty-Fifty General  Assembly on September 
 2000. A millennium declaration was made, according to  which the 
 countries reaffirmed their commitment to improve the living conditions of 
 poor and downtrodden in the world by adopting intense poverty 
 programmes. One of the targets of  this declaration was adherent to “In 
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 co-operation with the private sector make available the benefits of new 
 technologies, especially information and communication”. The  indicators 
 that were to be used for monitoring the progress were: 
 Telephone line and cellular subscribers, per 100 units of population. 
 Personal computers in use for 100 units of population.  
 Internet user per 100 units of population. 
 Even before the declaration, many developing countries had started 
 liberalizing their  internal policies to enable efficiency as to affordability as 
 and reach ability of  telecommunication system. By 1995, most of the 
 low income developing countries of the  world, made their economies 
 global, by liberalizing the domestic licensing and important  policies on 
 the whole, to facilitate inflow of foreign capital into the infrastructure sector, 
 especially in the telecommunication sector. This resulted in a telecom 
 revaluation, with  countries adopting liberalization initiates, experiencing a 
 „never-before‟ growth in the  telephone network, including the penetration 
 levels. Developing countries today account  for Developing countries today 
 account for 49% of the total telephone network in the  world. While in 
 East Asia (including China) the total teledensity grew at a rapid pace to 
 reach 27.4 in 2002 the teledensity grew at a slower pace in south Asia 
 (Including India),  to reach 4.5 in 2002. This is due to imperfections in 
 government regulatory and licensing  policies in the „90s in most of the 
 South Asian countries. While there was imbalanced  development in 
 ICT among the developing countries in individual growth in telecom, 
 country-wise also showed a partial development, where the development in 
 other  segments apart from cellular was snail-paced. This was due to 
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 phenomenal growth in the cellular segment, whose major contribution was 
 toward urban telephony. 
 By the end of 2006, the telecommunication industry had experienced 
 continuous growth, as well as rapid progress in policy and technology 
 development, resulting in an  increasingly competitive and networked 
 world. It is true and encouraging that overall, the  digital divide has been 
 reduced and continues to shrink. ITU statistics show that over the  last 
 10 years, the digital divide between the developing and the developed 
 countries has been narrowing in terms of fixed telephone lines, mobile 
 subscribers and Internet users.  In contrast to the slow fixed line growth, 
 phenomenal growth rates in the mobile sector particularly, have been  able 
 to reduce the gap that separates the developed from the  developing 
 countries from 27 in 1996, to 4 in 2006. The fixed line gap has been reduced 
 from 11 to 4 during the same period. (      
1.1.2:  Technology 
 Global system for Mobile communication (GSM around 80-85 % market 
 share) Code  Division Multiple Access (CDMA, AROUND 10-15 % market 
 share are two prevalent  mobile communication technologies.both 
 technologies have to solve the same problem: to dive the finite Radio 
 Frequency spectrum among multiple users. India primarily  follows the 
 GSM mobile system, in the 900MHz and 1800MHz band. The 900MHz 
 band  has greater transmission characteristics, thereby enabling lower capex 
 cost for expansion  of coverage area, as the number of towers and the base 
 stations required would be lesser than in the 1800MHz band. 
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 TDMA (Time Division Multiple Accesses—underlying technology used 
 in GSM's G) does it by chopping up the channel into sequential time slices. 
 Each user of the channel  takes turns to transmit and receive signals. In 
 reality, only one person is actually using the  channel at a specific moment. 
 This is analogous to time-sharing on a large computer  server. 
 CDMA  (Code  Division  Multiple  Access—underlying  technology  
 used  in  GSM's   3G  and  IS-95's  2G) on the other hand, uses a special 
 type of digital modulation called spread spectrum which spreads the voice 
 data over a very wide channel in pseudorandom  fashion. The receiver 
 undoes the randomization to collect the bits together and produce  the 
 sound. For comparison, imagine a cocktail party, where couples are talking 
 to each other in a single room. The room represents the available bandwidth. 
 In GSM, a speaker takes turns talking to a listener. The speaker talks for a 
 short time and then stops to let  another pair talk. There is never more than 
 one speaker talking in the room, no one has to worry about two 
 conversations mixing. In CDMA, any speaker can talk at any time; 
 however each uses a different language. Each listener can only understand 
 the language of his or her partner. As more and more couples talk, the 
 background noise (representing the noise floor) gets louder, but because of 
 the difference in languages, conversations do not mix. 
 Advantages of 2G GSM 
 GSM is mature and has a more stable network with robust features. 
 Less signal deterioration inside buildings. 
 Talk time is generally higher in GSM phones due to the pulse nature 
of transmission. 
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 The availability of Subscriber Identity Modules allows users to switch 
networks and handsets at will. 
 GSM covers virtually all parts of the world so international roaming is 
not a problem. The much bigger number of subscribers globally 
creates a better network effect for GSM  handset makers, carriers and 
end users. 
 Advantages of CDMA 
 Capacity is CDMA's biggest asset. It can accommodate more users 
per MHz of bandwidth than any other technology. 
 CDMA has no built-in limit to the number of concurrent users. 
 CDMA consumes less power and covers large areas so cell size in 
CDMA is larger. 
 CDMA is able to produce a reasonable call with lower signal (cell 
phone reception) levels. CDMA uses „soft handoff‟, reducing the 
likelihood of dropped calls. 
 CDMA‟s variable rate voice coders reduce the rate being transmitted 
when speaker is not talking, which allows the channel to be packed 
more efficiently. 
 Disadvantages of 2G GSM 
 Pulse nature of TDMA transmission used in 2G interferes with some 
electronics, especially certain audio amplifiers. 3G uses W-CDMA 
now. 
 Intellectual property is concentrated among a few industry 
participants, creating barriers to entry for new entrants and limiting 
competition among phone manufacturers. 
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 GSM has a fixed maximum cell site range of 35 km, which is imposed 
by technical limitations. 
 Disadvantages of CDMA 
 Most technologies are patented and must be licensed from Qualcomm. 
 Breathing of base stations, where coverage area shrinks under load. 
As the number of subscribers using a particular site goes up, the range 
of that site goes down. 
 CDMA may not perform well in hilly terrain because CDMA towers 
interfere with themselves; they are normally installed on much shorter 
towers. 
 CDMA covers a smaller portion of the world, and CDMA phones are 
generally unable to roam internationally. 
 Manufacturers are often hesitant to release CDMA devices due to the 
smaller market, so features are sometimes late in coming to CDMA 
devices.  
 The phones are not portable across providers 
                                                                                                                              
(Source; www.itu.int.) 
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1.2.1:  AN OVERVIEW TRANSITION OF INDIAN TELECOM 
INDUSTRY 
 The history of the Indian Telecom sector goes way back to 1851, when the 
 first operational landlines were laid by The British Government in Calcutta. 
 With  independence, all foreign telecommunication companies were 
 nationalized to form Post, Telephone and Telegraph, a monopoly run by the 
 Government of India.  
 The Indian Telecom Sector, like most other infrastructure sectors is 
 controlled by the state. The Department of Telecommunications (DoT), 
 reporting to the Ministry of Communications (MoC) is the key body for 
 policy issues and regulation, apart from being a basic service provider to rest 
 of country. By an act of Parliament, the Telecom  Regulatory Authority of 
 India (TRAI) was formed to be the regulatory agency.  
 Ministry of Communication:  
 All the operations of this sector come under the control of MoC. It is 
 responsible for all  major policy changes, planning, supervision, spectrum 
 control, etc.  
 Department of Telecommunications: 
 DoT was formed in 1985 when the Department of Posts and 
 Telecommunications was separated into Department of Posts and 
 Department of Telecommunications. Till 1986, it  was the only telecom 
 service provider in India. It played a role beyond service provider by acting 
 as a policy maker, planner, developer as well as an implementing body. In 
 spite of being profitable, non-corporate entity status ensured that it did not 
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 have to pay taxes.  DoT depends on Government of India for its expansion 
 plans and funding. Its pivotal role in the Indian telecom sector has got 
 diluted after formation of TRAI- Telecom Regulatory Authority of India.  
 Telecom Regulatory Authority of India:  
 TRAI was founded to act as an independent regulatory body supervising 
 telecom development in India. This became important, as DoT was a 
 regulator and a player as  well. Founded by an Act of Parliament, the main 
 functions of the body was to finalize toll rates and settle disputes between 
 players. An independent regulator is critical at the  present situation as the 
 sector witnesses competition. The operations of this sector are determined 
 as under the Indian Telegraph Act of 1885 – A document buried in the sands 
 of time. The next major policy document, which was produced, was the 
 National Telecom Policy of 1994, a consequence of the ongoing process of 
 liberalization.  
 The Telecom Commission:  
 The Telecom Commission was set up by the government of India vide 
 Notification dated  April 11, 1989 with administrative and financial powers 
 of the government of India to  deal with various aspects of 
 Telecommunications. The Telecom Commission and the  DoT are 
 responsible for policy formulation, licensing, wireless spectrum 
 management, administrative monitoring of PSUs, research and development 
 and standardization or validation of equipment, etc. The multi-pronged 
 strategies followed by the Telecom Commission have not only transformed 
 the very structure of this sector, but also have motivated all the partners to 
 contribute in accelerating the growth of the sector. The other entities in the 
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 sector under the control of MoC are the two public sector telecom 
 equipment manufacturers, namely Indian Telephone Industries (ITI) and 
 Hindustan Teleprinters Ltd. (HTL). Both these companies are facing 
 financial problems because of product obsolescence, poor management and 
 over staffing. Telecommunications Consultants India Ltd. (TCIL), another 
 PSU was founded in 1978 to undertake consultancy services in the field of 
 telecom. (Source; www.dotindia.com.) 
1.2.2:  Objectives of the National Telecom Policy 
 The objectives of the NTP 1999 are as under: 
 Access to telecommunications is of most importance for achievement 
of the country‟s social and economic goals. Availability of affordable 
and effective communication for the citizens is at the core of the 
vision and goal of the telecom policy. 
 Strive to provide a balance between the provision of universal service 
to all uncovered areas, including the rural areas, and the provision of 
high-level services capable of meeting the needs of the country‟s 
economy. 
 Encourage development of telecommunications facilities in remote, 
hilly and tribal areas of the country. 
 Create a modern and efficient telecommunications infrastructure 
taking into account the convergence of IT, media, and telecom and 
consumer electronics and thereby propel India into coming an IT 
superpower. 
 Convert PCOs, wherever justified, into Public Tele information 
centers having multimedia capability like ISDN services, remote 
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database access, government and community information systems, 
etc. 
 Transform in a time bound manner, the telecommunications sector to 
a greater competitive environment in both urban and rural areas 
providing equal opportunities and level playing field for all players. 
 Strengthen research and development efforts in the country and 
provide an importance to build world-class manufacturing 
capabilities. 
 Achieve efficiency and transparency in spectrum management. 
 Protect defense and security interests of the country. 
 Enable Indian telecom companies to become truly global players. 
 
1.2.3: Telecommunication Services 
 
 Today tariff for telecommunication services in India is one of the lowest in 
 the world. The Indian consumer has immensely benefited from such lower 
 tariffs which has also been a major factor for explosive growth in the sector. 
 Following is the list of services  offered by both GSM and CDMA operators: 
 Telephone services 
 NSD/ISD services 
 Computerized trunk services 
 Pay phones 
 National & international leased lines circuits 
 Telex  
 Telegraph services (manual & automatic) 
 X-25 based Packer Switched Data Network (NET) 
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 Gateway Packet Switched Data Services (GPSS) 
 Gateway Electronic Data Interchange Service (GEDIS) 
 Gateway E-Mail and Store & Forward FAX Service (GEMS-400) 
 Concert Packet Service (CPS) 
 Satellite based remote area business message network 
 Electronic Mail 
 Voice 
 Audio-text 
 Radio paging 
 Cellular mobile telephone  
 Public mobile radio trunked service 
 Video-text 
 Video conferencing 
 V-SAT 
 Internet 
 ISDN 
 INMARSAT mobile service 
 INMARSAT data service 
 Home country direct service 
 Intelligent Network (IN) services 
          1.2.4:  TREND IN INDIAN TELECOM INDUSTRY  
 India has become one of the fastest growing mobile markets in the world. 
 The mobile  services were commercially launched in August 1995 in India. 
 In the initial 5-6 years the average monthly subscribers additions were 
 around 0.05 to 0.1 million only and the total  mobile subscribers base in 
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 December 2002 stood at 10.5 millions. However, after the number of 
 proactive initiatives taken by regulator and licensor, the monthly mobile 
 subscriber additions increased to around 2 million per month in the year 
 2003-04 and 2004-05.The total number of telephone subscribers has reached 
 202.74 million at the end  of February 2007. The overall tele-density has 
 increased to 18.26 in February 2007.The total wireless subscriber (GSM, 
 CDMA & WLL (F)) base is 162.53 million. Whereas in  the wire line 
 segment with the minor reduction in subscriber base by 0.01 million lines in 
 February 2007, the total wire line subscribers are 40.39 million.  
 On the lines of previous three years, the year 2005-06 also witnessed a 
 phenomenal  growth in the subscriber base for mobile services, and also 
 increases in the subscriber base of Fixed including WLL (F) services as well 
 as Internet services, thus building on  the growth trend in subscriber base 
 experienced since mid-1990s.  
 The mobile Industry crossed the 90.14 million subscriber mark at the end of 
 the financial year in comparison to the subscriber base of 52.22 million at 
 the end of March, 2005. It added 37.92 million subscribers in the financial 
 year 2005-06 registering an annual growth rate of about 72.62%. The 
 subscriber base of Fixed including WLL (F) services also grew from 46.19 
 million at the end of March, 2005 to 50.17 million at the end of  March, 
 2006, registering a growth rate of about 8.62%. The Internet subscriber base 
 in the country as of 31
st
 March, 2006 stood at 6.93 million as compared to 
 5.55 million during the previous year, and registered an annual growth rate 
 of about 25%. The teledensity at the end of March, 2006 reached to the mark 
 of 14% as compared to 9.08% at the end of previous year recording an 
 increase of 4.92%. This annual growth in teledensity is unprecedented and 
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 this was largely due to steep increase in mobile subscriber base and the 
 various innovative tariff plans launched by the mobile service providers. 
 This growth in tele-density also becomes very significant in view of the fact 
 that overall  increase in tele-density during the 50 years period from 1948 to 
 1998 on a much smaller  population base was only 1.92%. 
1.2.5:  Indian Telecom industry (year 2009-10) 
 The total number of telephone connections reaches 413.85 million in 
 February 2009. With this growth, the overall tele-density has reached 35.65 
 in February 2009.as against 18.26 in February 2007.The total wireless 
 subscribers (GSM, CDMA & WLL (F)) base stood at 391.76 million at the 
 end of March 2009.In the wire line segment, the subscriber  base has 
 increased to 37.96 million in the month of March 2009 as against 37.73 
 million subscribers in February 2009 registering an increase of 0.23 million. 
 The total number of telephone connections reaches 452.91 million at the end 
 of May 2009. With this growth, the overall teledensity has reached 38.88 at 
 the end of May 2009.The total wireless subscribers (GSM, CDMA & WLL 
 (F)) base stood at 415.25 million at the end of May 2009.  
 In the wire line segment, the subscriber base has decreased to 37.66 million 
 in the  month of May 2009 as against 37.81 million subscribers in April 
 2009 registering a slight  decrease of 0.15 million.  
 The number of telephone subscribers in India increased to 509.03 Million at 
 the end of Sept-09 from 494.07 Million in August-2009, thereby registering 
 a growth rate of 3.03%.  With this, the overall Tele-density in India reaches  
 43.50. The set target of 500 million  telephones by the end of 2010 has 
 been achieved by September 2009.Wireless subscriber base increased from 
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 456.74 Million in August-2009 to 471.73 Million at the end of  September-
 09 at a monthly growth rate of 3.28%.Wireless Tele-density stands at 
 40.31.Wireline subscriber base declined from 37.33 Million in August-2009 
 to 37.31 Million at the end of Septembert-09. This decline is mainly on 
 account of reduction in the Wire line subscriber base of BSNL/MTNL, 
 which lost 0.06 Million subscribers in the month of September-09. These 
 two PSU operators hold 85.67% of the Wire line market  share. Overall 
 Wire line teledensity is 3.19.Total Broadband subscriber base has 
 increased from 6.98 million in August-09 to 7.22 million in September-09, 
 thereby showing a growth of 3.29 %.   
 The number of telephone subscribers in India increased to 581.81 Million at 
 the end of January-2010, thereby registering a growth rate of 3.49%. With 
 this, the overall Teledensity in India reaches 49.50.Wireless subscriber base 
 increased from 525.15 Million in December-09 to 545.05 Million at the end 
 of January-2010 at a monthly growth rate of  3.79%.Wireless Tele-density 
 stands at 46.37.Wireline subscriber base declined from 37.06 Million in 
 December-2009 to 36.76 Million at the end of January-2010. BSNL/MTNL, 
 two PSU operators hold 84.96% of the Wire line market share. However, 
 they lost 0.36 Million subscribers in the month of January-2010. Overall 
 Wire line teledensity is 3.13. 
 Broadband (≥ 256 Kbps download) 
 Total Broadband subscriber base has increased from 7.83 million in 
 December-09 to 8.03 million in January-2010, there by showing a growth of 
 2.42%.Telecommunications is the transmission of data and information 
 between computers using a communications link such as a standard 
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 telephone line. Typically, a basic telecommunications system would consist 
 of a computer or terminal on each end, communication equipment for 
 sending and receiving data, and a communication channel connecting the 
 two users. Appropriate communications software is also necessary to 
 manage the transmission of data between computers. Some applications that 
 rely on this  communications technology include the following: Electronic 
 mail (e-mail) is a message transmitted from one person to another through 
 computerized channels. Both the sender and receiver must have access to 
 on-line services if they are not connected to the same network.  
 E-mail is now one of the most frequently used types of telecommunication. 
 Facsimile (fax) equipment transmits a digitized exact image of a document 
 over telephone lines. At  the receiving end, the fax machine converts the 
 digitized data back into its original form. 
 Voice mail is similar to an answering machine in that it permits a caller to 
 leave a voice message  in a voice mailbox. Messages are digitized so the 
 caller's message can be stored on a disk. Videoconferencing involves the use 
 of computers, television cameras, and communications software and 
 equipment. This equipment makes it possible to conduct electronic meetings 
 while  the participants are at different locations. The Internet is a 
 continuously evolving global  network of computer networks that 
 facilitates access to information on thousands of topics. The Internet is 
 utilized by millions of people daily. 
 Actually, telecommunications is not a new concept. It began in the mid-
 1800s with the telegraph, whereby sounds were translated manually into 
 words; then the telephone, developed in 1876, transmitted voices; and then 
 the teletypewriter, developed in the early 1900s, was able to transmit the 
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 written word. Since the 1960s, telecommunications development has been 
 rapid  and wide reaching. The development of dial modem technology 
 accelerated the rate during the 1980s. Facsimile transmission also enjoyed 
 rapid growth during this time. The 1990s have seen the greatest 
 advancement in telecommunications. It is predicted that computing 
 performance will double every eighteen months. In addition, it has been 
 estimated that the power of the  computer has doubled thirty-two times since 
 World War II (With row, 1997). The rate of  advancement in computer 
 technology shows no signs of slowing. To illustrate the computer's rapid 
 growth, Ronald Brown, former U.S. secretary of commerce, reported that 
 only fifty thousand computers existed in the world in 1975, whereas, by 
 1995, it was estimated that more than fifty thousand computers were sold 
 every ten hours (U.S. Department of Commerce, 1995).Deregulation and 
 new technology have created increased competition and  widened the  range 
 of network services available throughout the world. This increase in 
 telecommunication capabilities allows businesses to benefit from the 
 information revolution in numerous ways, such as streamlining their  
 inventories, increasing productivity, and identifying new markets.  
 (Source; www.trai.gov.in,) 
 
1.2.6: PROGRESS OF REFORMS 
 
 PRIVATE PARTICIPATION IN TELECOM  
 For the provision of basic services, the entire country was divided into 21 
 telecom circles, excluding Delhi and Mumbai (Singh et. al. 1999). With 
 telecom markets opened to competition, DoT and MTNL were joined by 
 private operators but not in all parts of the country. By mid-2001, all six of 
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 the private operators in the basic segment had started operating. The number 
 of village public telephones issued by private licensees by 2002.After a 
 recent licensing exercise  in „02, there exists competition in most service 
 areas. However, the market is still dominated by the incumbent. In 
 December 2002, the private sector provided approximately 10  million 
 telephones in fixed, WLL (Wireless Local Loop) and cellular lines compared 
 to 0.88 million cellular lines in March 1998 (DoT Annual Report, 2002). 72 
 per cent of the total private investment in telecom has been in cellular 
 mobile services followed by 22 percent in basic services. After the recent 
 changes, the stage is now set for greater competition in most service areas 
 for cellular mobile over time, the rise in coverage of cellular mobile will 
 imply increased competition even for the basic service market because of 
 competition among basic and cellular mobile services. 
 
 TELEDENSITY AND VILLAGE PUBLIC PHONES (VPTS)  
 
  India's rapid population increase coupled with its progress in telecom 
 provision has landed India's telephone network in the sixth position in the 
 world and second in Asia (ITU). The much  publicized statistic about 
 telecom development in India is that in the last five years, the lines added 
 for basic services is 1.5 times those added in the last five decades! The 
 annual growth rate for basic services has been 22 percent and over 100 
 percent for internet and cellular services.  As Dossani (2002) argues, the 
 comparison of teledensity of India with other regions of the world should be 
 made keeping in mind the affordability issues. Assuming households have a 
 per capita income of $350 and are willing to spend 7 percent of that total 
 income on communications, then only about 1.6 percent of households will 
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 be able to afford $30 (for a $1000 investment per line). Teledensity has risen 
 to 4.9 phones per 100 persons in India compared to the average  7.3 
 mainlines per 100 people around the world. The government has made 
 efforts to connect  villages through village public telephones (VPT) and 
 Direct Exchange Lines (DEL). This  coverage increased from 4.6 lakhs in 
 March 2002 to 5.10 lakhs in December 2002 for VPT and from 90.1 lakhs in 
 March to 106.6 lakhs in December 2002 for DELs. BSNL has been mainly 
 responsible for providing VPTs; more than 84 percent of the villages were 
 connected by 503610 VPTs with private sector also providing 7123 VPTs . 
 The overall telecom growth rate is likely to be high for some years, given the 
 increase in demand as income levels rise and as the share of services in 
 overall GDP increases. The growth rate will be even higher due to the price 
 decrease resulting from a reduction in cost of providing telecom services. A 
 noteworthy feature of the growth rate is the rapid rate at which the 
 subscriber base for cellular mobile has increased in the last few years of the 
 1990s, which is not surprising in view of the relatively lower subscriber base 
 for cellular mobile. 
 
 FOREIGN PARTICIPATION 
 
  India has opened its telecom sector to foreign investors up to 100 percent 
 holding in manufacturing of telecom equipment, internet services, and 
 infrastructure providers (e-mail and voice mail), 74 percent in radio-paging 
 services, internet (international gateways) and  49 percent in national long 
 distance, basic telephone, cellular mobile, and other value added services  
 (FICCI, 2003). Since 1991, foreign direct investment (FDI) in the telecom 
 sector is second only to power and oil - 858 FDI proposals were received 
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 during 1991-2002 totaling Rs. 56,279 crores (DoT Annual Report, 2002). 
 Foreign investors have been active participants in  telecom reforms even 
 though there was some frustration due to initial dithering by the government. 
 Until now, most of the FDI has come in the cellular mobile sector partly due 
 to the  fact that there have been more cellular mobile operators than fixed 
 service operators. For instance, during the period 1991-2001, about 44 
 percent of the FDI was in cellular mobile and about 8 percent in basic 
 service segment. This total FDI includes the categories of manufacturing and 
 consultancy and holding companies. 
 
 TARIFF-SETTING 
 
  An essential ingredient of the transition from a protected market to 
 competition is the alignment of tariffs to cost-recovery prices. In basic 
 telecom for example, pricing of the kind that prevailed  in India prior to 
 the reforms, led to a high degree of cross-subsidization and introduced 
 inefficient decision-making by both consumers and service-providers. 
 Traditionally, DoT tariffs cross- subsidized the costs of access (as reflected 
 by rentals) with domestic and international long distance usage charges 
 (Singh et. al. 1999). Therefore, re-balancing of tariffs - reducing tariffs 
 that are above costs and increasing those below costs - was an essential pre-
 condition to  promoting competition among g different service providers and 
 efficiency in general. TRAI issued its first directive regarding tariff-setting 
 following NTP 99 aimed at re-balancing tariffs and to user in an era of 
 competitive service provision. Subsequently, it conducted periodic 
 reviews and made changes in the tariff levels, if necessary. Re-balancing led 
 to a reduction in cross-subsidization in the fixed service sector. Cost based 
23 
 
 pricing, a major departure from the pre-reform scenario, also provides a 
 basis for making subsidies more transparent and better targeted  to specific 
 social objectives. 
  
 SERVICE QUALITY 
 
  One of the main reasons for encouraging private participation in the 
 provision of infrastructure rests on its ability to provide superior quality of 
 service. In India, as in many developing countries, low teledensity resulted 
 in great emphasis being laid on rapid expansion often at the cost of quality 
 of service. One of the benefits expected from the private sector's entry into 
 telecom is an improvement in the quality of service to international 
 standards. Armed with financial and  technical resources, and greater 
 incentive to make profits, private operators are expected to provide 
 consumers value for their money. Telephone faults per 100 main lines came 
 down to 10.32 and 19.14 in Mumbai and Delhi respectively in 2002-03 
 compared to 11.72 and 26.6 in 1997-98. Quality of service was identified as 
 an important reform agenda and TRAI has devised QOS (Quality of Service) 
 norms that are applicable across the board to all operators (Singh et. al. 99).    
 
1.2.7:  PRE REFORM PERIOD AND TELECOMMUNICATION IN 
INDIA 
 
 Before 1990's Telecommunication services in India were complete 
 government Monopoly - the Department of Telecommunication (DoT). 
 Government also retained the rights for manufacturing of  
 Telecommunication equipments. MTNL and VSNL were created in the year 
24 
 
 1986.Early 1990's  saw initial attempts to attract private investment. 
 Telecommunication equipment manufacturing was delicensed in the year 
 1991.A notable revolution has occurred in the telecom sector. In the pre 
 reforms era, this was entirely in the hands of the central government and due 
 to lack of competition, the call charges were quite high. Further, due to lack 
 of funds with the government, the government could never meet the demand 
 for telephones. In fact, a person seeking a telephone connection had to wait 
 for years before he could get a telephone connection. The service rendered 
 by the government monopoly was also very poor. Wrong billing, telephones 
 lying dead for many days continuously due to slackness on the part of the 
 telecom staff to attend to complaints, cross connections due to faulty / ill 
 maintained telephone lines, obsolete  instruments and machinery in the 
 telephone department were the order of the day in the pre reforms era. 
 Today, there are many players in the telecom sector. The ultimate 
 beneficiary has been the consumer. Prices of services in this sector have 
 fallen drastically. Telephone connections are today affordable to everyone 
 and are also easily available. Gone are the days, when one had to wait for 
 years to get a telephone connection. The number of telephone  connections 
 which was only 2.15 million (fixed lines) in 1981 increased to 5.07 million 
 (fixed lines) in 1991. as in 2003), there are 54.62 million telephone 
 connections of which 41.33million are fixed line telephone connections, 
 12.69 million are cellular mobiles and the remaining  0.60 million are WLL 
 telephones as in 2003. Wireless in Local Loop (WLL) telephones and 
 cellular mobile telephones were unknown in India a few years ago. Cell 
 phones charges have come down so much that today one can see even a 
 common man going around with a cell phone in his hand. The private 
 companies are giving various incentives to attract customers, a situation 
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 which is entirely opposite to the conditions prevailing in the pre reforms era 
 when one had to wait for years to get a telephone connection. The first step 
 toward deregulation and  beginning of liberalization and private sector 
 participation was the announcement of National Telecom Policy 1994.NTP 
 1994 , for the first time, allowed private/foreign players to enter the  'basic' 
 and the new cellular mobile section. FDI up to 49% of total equity was also 
 all owed in  these sectors. The policy allowed one private service provider 
 to compete in basic services with the incumbent DoT in each DoT internal 
 circle. It allowed duopoly in cellular mobile services in each circle. As part 
 of the implementation of the NTP 94, licenses were issued against license 
 fees through a bidding process. This policy initiated the setting up of an 
 independent  regulator–the Telecom Regulatory Authority of India (TRAI), 
 which was established in 1997.  The main objective of TRAI is to provide an 
 effective regulatory framework to ensure fair competition while, at the same 
 time, protect the interest of the consumers. Liberalization and reforms in 
 Telecom sector since early 1990's till date are briefed below: 
 1991-92: 
 1. On 24th July 1991, Government announced the New Economic Policy. 
 2. Telecom Manufacturing Equipment license was delicensed in 1991. 
 3. Automatic foreign collaboration was permitted with 51 per cent equity by 
 the collaborator. 
 1992-93: 
 Value added services were opened for private and foreign players on 
 franchise or license basis. These included cellular mobile phones, radio 
 paging, electronic mail, voice mail, audio text services, video text services, 
 data services using VSAT‟s, and video conferencing. 
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1994-95: 
 1. The Government announced a National Telecom Policy 1994 in 
 September 1994. It opened basic telecom services to private participation 
 including foreign investments. 
 2. Foreign equity participation up to 49 per cent was allowed in basic 
 telecom services, radio  paging and cellular mobile. For value added 
 services the foreign equity cap was fixed at  51 percent. 
 3. Eight cellular licenses for four metros were finalized. 
 1996-97: 
 1. TRAI was set up as an autonomous body to separate the regulatory 
 functions from policy formulations and operational functions. 
 2. Coverage of the term "infrastructure" expanded to include telecom to 
 enable the sector to avail  of fiscal incentives such as tax holiday and 
 concessional duties. 
 3. An agreement between Department of Telecommunication (DoT) and 
 financial institutions to  facilitate funding of cellular and basic telecom 
 projects. 
 4. External Commercial Borrowing (ECB) limits on telecom projects made 
 flexible with an increased share from 35 per cent to 50 per cent of total 
 project cost. 
 5. Internet Policy was finalized. 
 1998-99: 
 FDI up to 49 per cent of total equity, subject to license, permitted in 
 companies providing Global Mobile Personal Communication (GMPC) by 
 satellite services. 
 1999-2000 : 
 1. National Telecom Policy 1999 was announced which allowed multiple 
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 fixed Services operators and opened long distance services to private 
 operators. 
 2. TRAI reconstituted: clear distinction was made between the 
 recommendatory and regulatory functions of the Authority. 
 3.  DOT/MTNL was permitted to start cellular mobile telephone service. 
 4. To separate service providing functions from policy and licensing 
 functions, Department of Telecom Services was set up. 
 5. A package for migration from fixed license fee to revenue sharing offered 
 to exist cellular and basic service providers. 
 6. First phase of re-balancing of tariff structure started. STD and ISD 
 charges were reduced by 23 per cent on an average. 
 7. Voice and data segment was opened to full competition and foreign 
 ownership increased to 100 per cent from 49 per cent previously. 
 2000-01: 
 1. TRAI Act was amended. The Amendment clarified and strengthened the 
 recommendatory  power of TRAI, especially with respect to the need and 
 timing of introduction of new services provider, and in terms of licenses to a 
 services provider. 
 2. Department of Telecom Services and Department of Telecom operations 
 corporatized by creating Bharat Sanchar Nigam Limited. 
 3. Domestic long distance services opened up without any restriction on the 
 number of operators. 
 4. Second phase of tariff rationalization started with further reductions in the 
 long distance STD  rates by an average of 13 per cent for different distance 
 slabs and ISD rates by 17 per cent. 
 5. Internet Service Providers were given approval for setting up of 
 International Gateways for Internet using satellite as a medium in March 
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 2000. 
 6. In August 2000, private players were allowed to set up international 
 gateways via the submarine cable route. 
 7. The termination of monopoly of VSNL in International Long Distance 
 services was antedated to March 31, 2002 from March 31, 2004. 
 2001-02: 
 1. Communication Convergence Bill, 2001 was introduced in August 2001. 
 2. Competition was introduced in all services segments. TRAI recommended 
 opening up  of market to full competition and introduction of new services 
 in the telecom sector. The licensing terms and conditions for Cellular Mobile 
 were simplified to encourage entry for operators in areas without effective 
 competition. 
 3. Usage of Voice over Internet Protocol permitted for international 
 telephony service. 
 4. The five-year tax holiday and 30 per cent deduction for the next five years 
 available to the telecommunication sector till 31st March 2000 was 
 reintroduced for the units commencing their  operations on or before 31st 
 March 2003. These concessions were also extended to internet  services 
 providers and broadband networks. 
 5. Thirteen ISP's were given clearance for commissioning of international 
 gateways for Internet using satellite medium for 29 gateways. 
 6. License conditions for Global Mobile Personal Communications by 
 Satellite finalized in November 2001. 
 7. National Long Distance Service was opened up for unrestricted entry with 
 the announcement of guidelines for licensing NLD operators. Four 
 companies were issued Letter of Intent (LOI) for National Long Distance 
 Service of which three licenses have been signed. 
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 8. The basic services were also opened up for competition. 33 Basic Service 
 licenses (31 private and one each to MTNL and BSNL) were issued up to 
 31stDecember 2001. 
 9. Four cellular operators, one each in four metros and thirteen were 
 permitted with 17  fresh licenses issued to private companies in 
 September/October 2001. The cell phone providers were given freedom to 
 provide, within their area of operation, all types of mobile services 
 equipment, including circuit and/or package switches that meet the relevant 
 International Telecommunication Union (ITU)/ Telecom Engineering Centre 
 (TEC) standards. 
 10. Wireless in Local Loop (WLL) was introduced for providing telephone 
 connection in urban, semi-urban and rural areas. 
 11. Disinvestment of PSU's in the telecom sector was also undertaken during 
 the year. In  February 2002, the disinvestment of VSNL was completed by 
 bringing down the government  equity to 26 per cent and the management of 
 the company was transferred to Tata Group, a strategic partner. During the 
 year, HTL was also disinvested. 
 12. Government allowed CDMA technology to enter the Indian market. 
 13. Reliance, MTNL and Tata were issued licenses to provide the CDMA 
 based services in the country. 
 14. TRAI recommended deregulating regulatory intervention in cellular 
 tariffs, which meant that  operators need no longer have prior approval of the 
 regulator for implementing tariff plans except under certain conditions. 
 2002-03; 
 1.  International long distance business opened for unrestricted entry. 
 2.  Telephony on internet permitted in April 2002. 
 3.  TRAI finalized the System of Accounting Separation (SAS) providing 
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 detailed accounting and financial system to be maintained by telecom 
 service providers. 
 2003-04; 
 1. Unified Access Service Licenses regime for basic and cellular services 
 was introduced in  October 2003. This regime enabled services providers to 
 offer fixed and mobile services  under one license. Consequently 27 licenses 
 out of 31 licenses converted to Unified Access Service Licenses. 
 2. Interconnection Usage Charge regime was introduced with the view of 
 providing termination charge for cellular services and enable introduction of 
 Calling Party Pays regime in voice telephony segment. 
 3. The Telecommunication Interconnection Usage Charges Regulation 2003 
 was introduced on  29th October 2003 which covered arrangements among 
 service providers for payment of Interconnection Usage Charges for 
 Telecommunication Services and covered Basic Service that includes  WLL 
 (M) services, Cellular Mobile Services, and Long Distance Services (STD/ 
 ISD)  throughout the territory of India. 
 4. The Universal Service Obligation fund was introduced as a mechanism 
 for transparent cross subsidization of universal access in telecom sector. The 
 fund was to be collected through a 5 percent levy on the adjusted gross 
 revenue of all telecom operators. 
 5. Broadcasting notified as Telecommunication services under Section 2(I) 
 (k) of TRAI  Act. 
 2004-05: 
 1. Budget 2004-05 proposed to lift the ceiling from the existing 49 percent to 
 74 per cent  as an incentive to the cellular operators to fall in line with the 
 new unified licensing norm. 
 2. 'Last Mile' linkages permitted in April 2004 within the local area for ISP's 
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 for establishing their own last mile to their customers. 
 3.  Indoor use of low power equipments in 2.4 GHz band de-licensed from 
 August 2004. 
 4. Broadband Policy announced on 14th October 2004. In this policy, 
 broadband had been defined as an "always-on" data connection supporting 
 interactive services including internet  access with minimum download 
 speed of 256 kbps per subscriber. 
 5. The Telecommunications (Broadcasting and Cable Services) 
 Interconnection Regulation 2004 was introduced on 10th December 2004. 
 6.  BSNL and MTNL launched broadband services on 14th January 2005. 
 7. TRAI announced the reduction of Access Deficit Charge (ADC) by 41 
 percent on ISD calls and by 61 per cent on STD calls which were applicable 
 from 1st February 2005. 
 2005-2006; 
 1. Budget 2005-2006 cleared a hike in FDI ceiling to 74 per cent from the 
 earlier limit of 49 per-cent. 100 per cent FDI was permitted in the area of 
 telecom equipment manufacturing and provision of IT enabled services. 
 2.  Annual license fee for National Long Distance (NLD) as well as 
 International Long Distance (ILD) licenses reduced to 6 per cent of Adjusted 
 Gross Revenue (AGR) with effect from 1st  January 2006. 
 3. BSNL and MTNL launched the 'One-India Plan' with effect from 1st 
 March 2006 which enable the customers of BSNL and MTNL to call from 
 one end of India to other at the cost of Rs. 1  per minute, any time of the day 
 to phone. 
 4. TRAI fixed Ceiling Tariff for International Bandwidth, Ceiling Tariff for 
 higher capacities  reduced by about 70 per cent and for lower capacity by 
 35 percent. 
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 5.  Regulation on Quality of Service of Basic and Cellular Mobile Telephone 
 Services 2005 introduced on 1st July 2005. 
 6.  BSNL announced 33 per cent reduction in call charges for all the 
 countries for international calls. 
 7. Quality of Service (Code of Practice for Metering and Billing Accuracy) 
 Regulation 2006 introduced on 21st March 2006. 
 
1.2.8: FUTURE GROWTH OPPORTUNITIES OF INDIAN 
TELECOM SECTOR 
  
 As per TRAI, two other associated aspects for market growth are availability 
 of spectrum  and availability of resources for network rollout and expansion. 
 The government is currently looking into these two areas. The 79% hike in 
 FDI has been cleared by the government to ensure continuous flow of 
 investments to expand the reach of the mobile operators. To realize full 
 market potential and achieve the forecasts, telecom operators  have to 
 work  on a segmented approach and focus on the five key strategies given 
 below: 
 Mobile in the hand of every urban youth (age group 15 to 24 years).  
 Mobile in the hand of every executive/businessman/ skilled worker.  
 Mobile in every household with income above Rs. 4000.   
 Mobile penetration in every town/village, with a population of over 
3,000. 
 Mobile Phones affordable and available wherever mobile services 
available. 
 (Source;www.indiamba.com/Faculty/FC701/fc701.html) 
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1.2.9:  GROWTH OF TELECOM SECTOR IN GUJRAT 
 However, it is not going to be easy and needs support in several areas: 
 To ensure that every youth has a mobile, service providers have to 
offer services like SMS/MMS at low cost/free and ensure that the total 
mobile bill for the youth does not cross Rs.300-400 per month, which 
is the maximum this segment of customers can afford from their 
pocket money. 
 In the same way, for executives/businessmen, to tap the full potential, 
it is essential that services like Closed User Group, National Closed 
User Groups, low STD/ISD rates, fixed cost for Network calling etc., 
are offered so that they can lap up the services and go mobile soon. 
 To ensure that every household has a mobile connection, it is essential 
that the utility of mobile phones is increased through better STD and 
ISD rates vis-à-vis landline, friends and family offers, special rates to 
landlines etc., with easy/low deposit schemes to acquire these 
facilities. 
 To ensure that the penetration targeted in towns and villages is 
achieved, service providers have to invest in network expansion and 
reach out on priority; to exploit the untapped potential in these 
markets.   
 To expand the network to a large number of towns and villages by all 
the operators, network sharing should be allowed by BSNL and the 
government should allow 74% FDI in mobile companies for easy 
access to funds.   
 
34 
 
 
 
 
 
 
 
 
1.3: 
MARKETING STRATEGY 
CONCEPTUAL 
FRAMEWORK 
 
 
 
 
 
35 
 
1.3.1: Introduction of Marketing 
 Marketing is a core function within any organization as it is responsible for 
reflecting customer demand back into an organization and ensuring the 
organization delivers its customers what they want. 
 Marketing uses market information to identify new ways of satisfying needs 
and creating value. Specific areas of include market segmentation strategies, 
market planning, consumer psychology and behavior, marketing research, new 
product development, branding strategies, channels of distribution, pricing 
strategies, customer relationship management, business-to-business marketing, 
and marketing in the region. 
 The Marketing Discipline embraces multiple research methodologies and 
paradigms to examine consumer decision making, judgment and purchase 
behavior. It explores the influence of broad, macro-level variables like 
demographics, social class and family socialization processes, as well as the 
effects of marketing variables such as advertising, branding, and store layout. 
 The Marketing Discipline emphasizes critical and analytical thinking and the 
practice of marketing as a discipline integrated with other elements of an 
organization. It gives you an understanding of consumer behavior and purchase 
decision-making, integrating theory and practice from many branches of the 
social sciences. 
1.3.2: Marketing Strategy 
 Marketing Strategy encompasses selecting and analysing of the target market/s 
and creating and maintaining an appropriate marketing mix that satisfies the 
target market and the organization.  
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 Marketing Strategy articulates a plan for the organization‟s resources and 
tactics to meet its objectives. Organisation must not pursue strategies that are 
not consistent with their objectives or that would stretch significantly their 
resources. 
 We can say that a product‟s value is chosen, provided and communicated to 
the consumer. The upper management will choose the value for the product by 
segmenting the market, choosing the target market and positioning the product 
i.e. Marketing Strategy. Then the lower level management will provide and 
communicate the value to consumer, Tactical Marketing, using the four P‟s 
(Place, Promotion, Product and Price). 
1.3.3: Types of Marketing Strategies 
 Going through the Value Creation and Delivery Sequence process may not 
 bring the main objectives. There are three types of marketing strategies put 
 forward by Michael Porter that are important to consider whenever using the 
 value creation and delivery sequence process. They are: Low-Cost Strategy, 
 Differentiation Strategy, and Focus  Strategy. 
 Low-Cost Strategy  
 A company or a SBU (Strategic Business Unit), typically large, seeks to 
 satisfy a broad market by producing a standard product or service at a  lower 
 cost and then under pricing competitors. Such Strategy will aim at 
 reducing the cost of producing the product or service and also cost  along 
 the supply chain of the product or service. 
 The advantages of such strategy are high profits, brand loyalty, economies of 
 scale and reduction in competition in the Market. But its disadvantages are 
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 that if there exists a strong competitor in the market then by going on such 
 strategy the competitor might  reply by reducing its price also and thus the 
 product can be a failure.  
 Differentiation Strategy  
 Through this type of strategy, an organization creates a distinctive, perhaps 
 unique, product through its unsurpassed quality, innovative design, or some 
 other feature and as a result, can charge a higher than average price. It  can 
 be used to pursue either a broad or  narrow target market. The advantages 
 of differentiation strategy are the creation of brand  loyalty and higher profit 
 in the short-term and long-term. Its disadvantage is risk as great loss  can 
 be incurred if consumers do not like the product or service. 
 Focus Strategy 
 A firm or a SBU concentrates on part of a market and tries to satisfy it with 
 either a very low-priced or highly distinctive product. The target market is 
 set apart by some factors as geography or specialized needs. 
  The advantages of such strategy are brand loyalty and high profits in long 
 term (short- term) for Low-priced product (highly distinctive product). The 
 disadvantages are high competition and new trend in consumer‟s taste  may 
 influence negatively on the sales. 
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               Profits  
              Focus or Differentiation                            Low-Cost  
 Differentiation       
     High 
  
             No Differentiation 
              No low-cost 
               No Focus  
 
     Low         0  Narrow Target Market    Broad  
 Diagram showing the application of Low-Cost, Differentiation and Focus 
 Strategy on a Target market. 
 Marketing strategies based on market dominance  
 Firms are classified based on their market share or dominance of an industry. 
 Typically there are four types of market dominance strategies. 
 Leader 
 Challenger 
 Follower 
 Niches  
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 Innovation strategies 
This deal with the  firm‟s  new product development and model innovation. 
It asks whether the company is on the cutting edge of technology and 
business innovation. There are three types. 
 Pioneers 
 Close follower 
 Late follower 
 Warfare strategies 
 This scheme draws parallels between marketing strategies and military 
 strategies. There  are many types of marketing warfare strategies; they can 
 be grouped into; 
 Offensive marketing strategy 
 Defensive marketing strategy 
 Flanking marketing strategy 
 Guerrilla marketing strategy 
1.3.4:  Market segmentation 
 For a proper market strategy, the right segmentation is very important in 
 order to identify  the right target market and positioning.  Now a day a 
 company cannot serve all customers  in a market, there are numerous 
 customers and each of them does not have the same requirement. More it is 
 too costly and require too much of resources. 
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 Nowadays mass marketing is very difficult due to many competitions, a 
 large number of consumers, limited resourcesand numerous 
 communication and distribution channel such as television, radio, internet 
 marketing and kiosk marketing. Thus companies have turn to Micro 
 marketing based on niche, region and individual and market segment. 
 Before starting segmentation of the market, we must range the consumers in 
 a way that  will be easy to target. In a market, no consumers have the same 
 preference. There are 3  preferences that are involved in the market: 
 Homogenous preferences, where all consumers tend to have roughly 
the same needs. 
 Diffused preference, whereby all consumers are scattered in terms of 
their preference having different and non-similar needs. 
 Clustered preference, which means the market might revel different 
clusters called  natural market segments. For doing the right 
segmentation, we must take into account. 
 Homogenous preference as it is easy to target and consumer behavior 
can also be determined. 
 Assessing viable Market Segment 
 Segmentation is the process of dividing a market into subgroups of 
 customers who have almost identical means and wants.  Can consumer‟s 
 behavior be analyzed?  Are the  segments accessible? Do the segments 
 differ?  Can profits be made?  Is there fair  competition? All these 
 questions arise when deciding on segmenting the market. 
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 For Market segments to be viable they must be: 
 Measurable: Characteristics and needs of consumers can be 
measurable. 
 Accessible: If company has the necessary resources. 
 Substantial: The segment should be large enough so that profit can 
still be made in the long run. 
 Differentiable: Each Segment should differ in terms of responsiveness 
to any marketing mix elements like price. 
 Actionable: There should be fair competition and effective programs 
can be formulated for attracting and serving the market. 
 Finally the market has a fair competitive trend as well as very influential in 
 attracting customers through advertising campaign. 
 Segmentation of the consumer market can be done through: 
 Geographic 
 Psychographic 
 Behavioral 
 Demographic 
 Geographic segmentation deals with segmenting the market in respect of 
 nations, regions, city, density and neighborhood. 
 Psychographic Segmentation, the market is segmented on the basis of 
 lifestyle,personality, and values.  Lifestyles segmentation is partly based 
 whether consumers are  time or money constrained. Personality 
 segmentation consists of the characteristics of  the consumer, such as 
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 being extrovert or introvert, authoritarian, ambitious and brand  personality.  
 Marketers can also segment the market through core values, such as beliefs, 
 attitude and behavior. 
 Behavioral Segmentation the market is based on consumer knowledge, 
 attitude toward use of or response to a product. Behavioral variables are 
 occasions, benefits, user status,  usage rate, loyalty status, buyer readiness 
 stage and attitude.  Occasions can be used to distinguish consumers  when 
 they develop a need, purchase or use of a product.Benefits 
 segmentation deals with segmenting market as per what benefit consumers 
 seek.  User  status also can be used by determining the type of user 
 consumers on that market, are like  non-users, ex-user, potential user, first 
 time user and regular user. 
 Demographic Segmentation, the market is segmented on the basis of 
 variables like Age  and Life-stage, family life cycle, gender, income, 
 occupation, education, religion, race,  generation, nationality and social 
 class. Age and life-Stage segmentation deals with  segmenting the market 
 by age group like people less than 14. Family life cycle  segmentation 
 provide for the market to be segmented into segments that are related to the 
 change in pattern of consumption as a person passes the life cycle like 
 adolescent to young adult or bachelor to married person. Gender 
 segmentation in to segment the market in term of sex whether male or 
 female. Income, education and Occupation segmentation  deals with the 
 segmentation of the market by the salary earned, level of education and 
 work of the customers. Religion, race, generation, nationality, and social 
 class segmentation segments the market into group of customers having 
 specific social background. 
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 For the new product, segmentation‟s bases that would be relevant for 
 segmentation would be Age and life-stage, lifestyle and Benefits 
 segmentations as noted through the  questionnaire. Customers‟ pattern of 
 consumption differ by age like an adolescent will a product depending on 
 the amount the latter gets form his/her parent while a young adult 
 working would not depend on his/her parent to buy a product. 
 Segmentation Process 
 Now having known the bases for segmenting the market for the new 
 product, we will now move to the segmentation process of the market. The 
 process of segmentation involves a number of  activities and steps and 
 also it is very time consuming. But the overall result can be very 
 rewarding to an organization. Robert J Best puts forward the segmentation 
 process, which is  very helpful for marketers to assess the right segment/s 
 for their product.  
 Needs based Segmentation 
 In Needs-Based Segment, we group customers that are demanding the 
 services into segment based on their similar needs and benefits. For the new 
 product, since segmentation will be based on Age and Life-Stage, Lifestyle 
 and Benefits segmentation, we will have sixty segments of the market for 
 telecom services. It shows relevant segments in the market using the 
 parameters of Age and life-stage, Lifestyle and Benefits  Segmentation. 
 Segment Attractiveness- Segment attractiveness is to determine the 
 segments that are our  potential ones in term of market growth, 
 competitive intensity and market access. Through the questionnaire, it was 
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 found that our potential users are those between 18-25  and 26-41 years 
 old. The age group <18 have much competition and accessibility to such 
 segments may be very difficult. The other age group greater than 60 has a 
 low market  growth and here also accessibility to such segments is though.  
 Segment profitability  
 Segment Profitability deals with analyzing of each segment‟s profitability. 
 The attractive segments as discussed above are very promising in term of 
 profitability. Since consumers  in those segments are demanding a product 
 that has high quality and a good features, a  rise in sales of such product can 
 be already predicted. 
 
 Segment Positioning  
 Segment positioning deals with creating a ‘Value Proposition’ and product-
 price  positioning strategy based on the segment‟s unique customer needs 
 and characteristics. The attractive segments discussed above can be said that 
 these segments‟ consumers are  ready to pay more for a high quality. Thus 
 based on this, our price will determine the  value of quality the consumer is 
 seeking. 
 
1.3.5:  Marketing-Mix Strategy 
 
 Marketing mix is originating from the single P (price) of microeconomic 
 theory (Chong, 2003)
1
. McCarthy (1964)
2offered the “marketing mix”, often 
 referred to as the “4Ps”, as a means of translating marketing planning into 
 practice (Bennett, 1997)
3
. Marketing mix is  not a scientific theory, but 
 merely a conceptual framework that identifies the principal decision making 
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 managers make in configuring their offerings to suit consumers‟ needs. 
 The tools can be used to develop both long-term strategies and short-term 
 tactical programmes (Palmer, 2004)
4
. The proportions in the marketing mix 
 can be altered in the same way and differ from the product to product 
 (Hodder Education, n.d)
5
. The marketing mix management paradigm has 
 dominated marketing thought, research and practice (Grönroos, 1994)
6
, and 
 “as a creator of differentiation” (Van Waterschoot, n.d) since it  was 
 introduced in 1940s. Kent (1986)
7
 refers to the 4Ps of the marketing mix as 
 “the holy quadruple…of the marketing faith…written in tablets of stone”. 
 Marketing mix has been  extremely influential in informing the development 
 of both marketing theory and practice  (Möller, 2006)
8
. The main reasons the 
 marketing mix is a powerful concept are It makes  marketing seem easy to 
 handle, allows the separation of marketing from other activities  of the firm 
 and the delegation of marketing tasks to specialists; and – The components 
 of  the marketing mix can change a firm‟s competitive position (Grönroos, 
 1994)
9
. The marketing mix concept also has two important benefits. First, it 
 is an important tool used  to enable one to see that the marketing manager‟s 
 job is, in a large part, a matter of trading off the benefits of one‟s 
 competitive strengths in the marketing mix against the benefits of others. 
 The second benefit of the marketing mix is that it helps to reveal another 
 dimension of the marketing manager‟s job. All managers have to allocate 
 available resources among various demands, and the marketing manager will 
 in turn allocate these available resources among the various competitive 
 devices of the marketing mix. In doing so, this will help to instill the 
 marketing philosophy in the organization (Low and Tan, 1995)
10
.However, 
 Möller (2006)
11
 highlighted that the shortcomings of the 4Ps marketing mix 
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 framework, as the pillars of the traditional marketing management have 
 frequently become the target of intense criticism. 
 History and Implementation of Marketing Mix 
Borden (1965)
12
 claims to be the first to have used the term “marketing 
mix” and that it was suggested to him by Culliton‟s (1948)13 description of a 
business executive as “mixer  of ingredients”. An executive is “a mixer of 
ingredients, who sometimes follows a recipe as he goes along, sometimes 
adapts a recipe to the ingredients immediately available, and  sometimes 
experiments with or invents ingredients no one else has tried” (Culliton, 
1948)
14
. The early marketing concept in a similar way to the notion of the 
marketing mix, based on the idea of action parameters presented in 1930s by 
Stackelberg (1939)
15
.Rasmussen(1955)
16
 then developed what became     
known as parameter theory. He proposes that the four determinants of 
competition  and sales are price, quality, service and advertising. 
Mickwitz(1959)
17
 applies this theory to the Product Life Cycle Concept. 
Borden‟s original marketing  mix had a set of 12 elements namely: 
product planning;  pricing; branding;  channels of distribution; personal 
selling; advertising; promotions; packaging; display; servicing; physical 
handling; and fact finding and  analysis. Frey (1961)
18
 suggests that 
marketing variables should be divided into two parts: the offering (product, 
packaging, brand, price and service)  and the methods and tools 
(distribution channels, personal selling, advertising, sales promotion and 
publicity). On the other hand, Lazer and Kelly (1962)
19
 and Lazer, Culley 
and Staudt (1973)
20
 suggested three elements of marketing mix: the goods 
and services mix, the distribution mix and the communication mix. 
McCarthy (1964)
21
 refined Borden‟s (1965) idea further  and defined the 
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marketing mix as a combination of all of the factors at a  marketing anger‟s 
command to satisfy the  target market. He regrouped  Borden‟s 12 
elements to four elements or 4Ps, namely product, price,  promotion and 
place at a marketing manger‟s command to satisfy the  target  market. 
Especially in 1980s onward, number of researchers proposes new  „P‟ 
into the marketing mix. Judd (1987)
22
 proposes a fifth P (people). Booms 
and Bitner (1980)
23
 add 3 Ps (participants, physical evidence and process) 
to the original 4 Ps to apply the marketing mix concept to service. Kotler 
(1986)
24
 adds political power and public opinion formation to the Ps 
concept. Baumgartner (1991)
25
 suggests the concept of 15 Ps. MaGrath 
(1986)
26
 suggests  the addition of 3 Ps (personnel, physical facilities and 
process management).  Vignalis and Davis (1994)
27
 suggest the addition 
of S (service) to the  marketing mix. Goldsmith (1999)
28
 suggests that 
there should be 8 Ps (product, price, place, promotion, participants, physical 
evidence, process  and personalization).Möller (2006)
29
 presents an up-to-
date picture of the  current standing in the debate around the Mix as 
marketing paradigm and  predominant marketing management tool by 
reviewing academic views from five marketing management sub-disciplines 
(consumer marketing,  relationship marketing, services marketing, retail 
marketing and industrial  marketing) and an emerging marketing (E-
Commerce). Most of researchers and writers reviewed in these domains 
express serious doubts as to the role of the Mix as marketing management 
tool in its original form,  proposing alternative approaches, which is adding 
new parameters to the  original Mix or replacing it with alternative 
frameworks altogether. 
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The concept of 4Ps has been criticized 
 Development of marketing mix has received considerable academic and 
 industry attention. Numerous modifications to the 4Ps framework have been 
 proposed, the most concerted criticism has come from the services 
 marketing area (Rafiq and Ahmed, 1995)
30
. 
The introductory marketing texts suggest that all parts of the marketing mix 
(4Ps) are equally important, since a deficiency in any one can mean failure 
(Kellerman, Gordon and Hekmat, 1995)
31
. Number of studies of industrial 
marketers and purchasers indicated that the marketing mix components 
differ significantly in importance (Jackson, Burdick and Keith, 1985)
32
. 
Two surveys focused on determination of key marketing policies and 
procedures common to successful manufacturing firms (Jackson, Burdick 
and Keith, 1985)
33
. Udell (1964)
34
 determined that these key policies and 
procedures included those related to product efforts and sales efforts. This 
followed in order by promotion, price, and place. In a replication of this 
survey, Robicheaux (1976)
35
 found that key marketing policies had changed 
significantly. Pricing was considered the most important marketing activity 
in Robicheaux’s (1976)36survey, although it ranked only sixth in Udell’s 
(1964) survey. Udell (1968)
37
 found that sales efforts were rated as  most 
important, followed by product efforts, pricing, and distribution. LaLonde 
(1977)
38
 found product related criteria to be most important,  followed by 
distribution, price, and promotion. Perreault and Russ  (1976)
39
 found that 
product quality was considered most important, followed  by distribution 
service and price. McDaniel and Hise, (1984)
40
 found that chief executive 
officers judge two of the 4 Ps, pricing and product to be  somewhat more 
important than the other two  place (physical distribution) and promotion. 
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Kurtz and Boone (1987)
41
 found that on the average, business persons 
ranked the 4 Ps to be of most importance in the following order:  price, 
product, distribution, and promotion. Thus, it appears from these studies that 
business executives do not really view the 4 Ps as being equally important, 
but consider the price and product components to be the most  important 
(Kellerman, Gordon and Hekmat, 1995)
42
.  
The concept of 4Ps has been criticized as being a production-oriented 
definition of marketing, and not a customer-oriented (Popovic, 2006)
43. It‟s 
referred to as a marketing management perspective. Lauterborn (1990)
44 
claims that each of these variables should also be seen from a consumer‟s 
perspective. This transformation is accomplished by converting product into 
customer solution, price into cost to the customer, place into convenience, 
and promotion into communication, or the 4C‟s. Möller (2006)45 highlighted 
3-4 key criticisms against the Marketing Mix framework: The Mix does not 
consider customer behavior but is internally oriented. The Mix regards 
customers as passive; it  does not allow interaction and cannot capture 
relationships. The Mix is void of theoretical  content; it works primarily as a 
simplistic device focusing the attention of management.  The Mix does not 
offer help for personification of marketing activities. A review of another 
article, “Revision: Reviewing the Marketing Mix” (Fakeideas, 2008)46 
found that: The mix does not take into consideration the unique elements of 
services marketing. Product is stated in the singular but most companies do 
not sell a product in isolation. Marketers sell product lines, or brands, all 
interconnected in the mind of the consumer  The mix does not mention 
relationship building which has become a major marketing focus, or the 
experiences that consumers buy. 
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The conceptualization of the mix has implied marketers are the central 
element. This is not the case. Marketing is meant to be „customer-focused 
management‟. Even, a study by Rafiq and Ahmed (1995)47 found that there 
is a high degree of dissatisfaction with the 4Ps, however, 4Ps is thought to 
be most relevant for introductory marketing and consumer marketing. The 
result also suggests that the 7Ps framework has already achieved a high 
degree of acceptance as a generic marketing mix among our sample of 
respondents. 
 FORCES BEHIND MARKET INTEGRATION  
 Improved Communications:  
 Greater Revenue  
 Lower Cost of Goods/Services Sold 
 Protection of Domestic Market  
 Attack in competitors Home Market  
 Factors Which Influence the Marketing Mix Decisions  
 According  to  Bearden  (2001),  there  are  certain  environmental  factors  
 that influence the marketing mix decisions and those are ; 
 Social Environment 
 Cultural Environment  
 Economic Environment  
 Political-Legal Environment  
  Technological Environment  
 Competitive Environment  
 Institutional Environment  
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1.3.6:  Development of Conceptual Model 
 
 From the above study of different factors and forces, we concluded, there are 
 different variables which are affecting the businesses and the marketing mix 
 decisions of a company, when it goes in more expanded and integrated 
 market. After  this  effect, company  has  to  change  its  marketing  mix  
 strategies  due  to market expansion. With the help of above explanations 
 and model, a new model is  developed  by  us  in  which   certain above  
 mentioned  factors  and  variables  are included and their impact on 
 marketing strategies of a company are shown. The development of a new  
 model is based on our findings.  This topic of regionalization is studied 
 and discussed in literature very well but to the extent of our study, we 
 couldn‟t find a single model which indicates the impact of an open market 
 on the marketing mix strategies of the company. Regionalization concept is  
 studied  and  discussed  in  detail  but  on  the  economical  and  country  
 level  and not  on  the  level  of  a  firm  and  its  marketing  behavior. There  
 are  a  lot  of fragmented  models  by  different  authors  which  show  the  
 regional  markets  and company‟s  behavior  towards  them  and  their  
 overall  business   strategies  but  our model shows only those variables 
 which force the companies to  rethink about its marketing  mix  decisions  
 which  ultimately  have  an  impact  on  the   regional strategies of a 
 company. Now how the marketing mix decisions of a company is 
 affected by different variables is shown in the model below.  
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 Explanation of Conceptual Model  
 
 In the model we see three parts. One consists of different variables which are 
 the result of  open borders due to regionalization. We can call these variables 
 the opportunities   created due to regionalization.  The  other  part  which  
 is influenced  by  these   variables  is  the  marketing  mix  decision  of  the  
 company. When  company  observe   the  opportunities  definitely  it  has  
 to  rethink  about  its marketing  mix  decisions  to  get  really  fruits   of  
 these  opportunities  so  company think  about  its  marketing  mix decisions.  
 When  company  changes  its  marketing mix  decisions,   according  to  the  
 new  market  environment  to  get  more  benefits, this  factor  effects  the  
 marketing  mix  strategies  of  the  company  which  are mentioned in the 
 third part of the conceptual model. 
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Explanation of Variables Mentioned In the Conceptual Model  
 
 Variables and factors which  we found during our study and mentioned in 
 the conceptual model, these are actually those opportunities which are the 
 result of  open  borders  due  to  market  integration  and  expansion. These 
 variables have an impact on the marketing  mix decisions of the company 
 which drive its marketing strategies.  
 Economic integration creates large mass markets for the marketer. Many 
 national  markets,  to  small  to  bother  with  individually,  take  on  new  
 dimensions and significance when combined with markets from cooperating 
 countries. Large market are particularly important to businesses accustomed 
 to mass production and  mass  distribution  because  of  the  economies  of  
 scale  and  marketing efficiencies  that  can   be  achieved.  In  highly  
 competitive  markets,  the  benefits derived  from  enhanced  efficiencies  are  
 often  passed  along  as  lower  prices  that lead to increased purchasing 
 power.  
 Removal  of  trade  barriers  is  like  a  market  enlargement,  as  separate 
 national markets move towards integration in a regional market. This allows 
 firms to  benefit from  greater  scale  and  attracts  investment  projects  for  
 which  market size  is important,  including  foreign  direct  investment.  
 Removing  barriers  also forces  firms  from  different  member  countries  
 into  closer  competition  with  each other  and  this  factor  can  be  a  threat  
 for  the  companies  but  possibly  inducing them to make  efficiency 
 improvements.  
 Easy and cheap communication technology improves the speed with which 
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 information  and knowledge can be accessed and transferred, so the world 
 becomes smaller.  This   does not mean that we are close to the complete 
 standardization of marketing strategies, programs and processes (Doole & 
 Lowe 2001)
48
.  A rapid development in communication made the companies 
 possible to develop their business activities in overseas markets more easy 
 and profitable.  
 The  companies,  going  to  operate  across  the  borders  has  to  face  certain 
 problems like delays at borders, form-filling, recertification of products etc. 
 Even if there  are  no  duties,  border  formalities  themselves  create  barriers  
 and  can  be quite  wasteful  but now,  due  to  more  open  market  and  
 integration,  certain procedures are implemented to avoid certain legal 
 hindrances which can directly or  indirectly  affect  the  marketing  activities  
 of  the  company  (Trade  Blocs,  World Bank Report, 2000).  
 Many  countries  are  too  small  to  support,  separately  activities  that  are 
 subject to large economies of scale. This might be because insufficient 
 quantities of specialized  inputs are available, or because markets are too 
 small to generate the sales necessary to cover costs.  Regional  cooperation  
 offers  one  route  to overcome  the  disadvantages of  smallness, by  pooling  
 resources  or  combining markets. Note that the disadvantage of smallness 
 can also be overcome through unilateral trade liberalization and fair 
 operating environment (Trade Blocs, World Bank Report,‟00).Competition  
 and economies  of  scale  effects  arise  as  separate  national markets  
 become  more  integrated  in  a  single  unified,  market.  The  large  market 
 permits  economies  of  scale  to  be  achieved  and  brings  producers  in  
 member countries  into  closer  contact-and   competition-with  each  other.  
 Entrenched monopoly positions are eroded, promoting  efficiency gains 
 within firms. A  trade  bloc  combines  markets,  making  it  possible  to  
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 reduced  monopoly power  as  firms  from  different  countries  are  brought  
 into  more   intense competition.  This can yield three types of gain.  Firms  
 are  induced  to  cut  prices and  to  expand  sales,  benefiting  consumers  as  
 the  monopolistic  distortion  is  reduced. The  second source  of  gain arises 
 as  market enlargement  allows  firms to exploit  economies  of  scale  more  
 fully.  In  a  market  of  a  given  size  there  is  a tradeoff between scale 
 economies and competition- if firm are larger, then there are fewer of them 
 and the market is less competitive. Enlarging the market shifts this  tradeoff,  
 as it  becomes  possible  to  have  both  larger  firms  and  more competition. 
 The third source of gains comes from possible reductions in internal 
 inefficiencies that firms are induced to make. If the RIA increases the 
 intensity of competition, it may induce firms to eliminate internal  
 inefficiencies and raises productivity levels (Doole, 2001)
49
. Technology  is  
 converging  in  and  between  industries  with  similar processes  and   ideas  
 are  being  used,  for  example, in telecommunications, information  
 technology   hardware  and  software,  entertainment  and  consumer 
 electronics,  so  that  new product  and  services  cross  the  traditional  
 boundaries between  the  industry  sectors.   New  technology  are  adopted  
 around  the  world  at every  grater  speeds  and  in  many  industries   this  
 is  being  driven  by  a  small number of global players that have the 
 market power to customers to make wider application  of  the  ideas  more  
 cost   effective.  In  this  way  the  globalization  of technology  is  
 contributing  very   significantly  to  the  competitive  advantage  of  the 
 MNEs  who  are  able  to  market  it   in  a  number  of  industry  sectors  
 because  they have  developed  effective  distribution  channels  and  
 international  promotion (Trade Blocs, World Bank Report, 2000).As  EU  
 developed  a  single  internal  market,  it  became  necessary  for  the firms 
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 operating in  area to join the market as it was the need of time. So we see, as  
 companies  cross  the  national  boundaries,  they  become  global  customers  
 as well as local market saturation also forces the companies to experience 
 the taste of foreign market (Ball, 2002)
50
.  
1.3.7:  Marketing Mix Decisions of Company (4 P’s)  
 A  marketing  mix  is  the  overall  marketing  offer  to  appeal  to  the  target 
 market.  It   consists  of  decision  in  four  basic  areas:  product 
 (development  of  a product, service, or idea to exchange), pricing (what to 
 charge for the exchange), and  integrated  marketing  communications  
 (how  to  communicate  with  the  target market  about  the  possible  
 exchange),  and  distribution  (how  to  get  the  product, service,  or  idea  to  
 the  target  market  to  consummate  the  exchange), (Bearden, 2001)
51
.   
  
Marketing Mix Strategies of Company  
 According  to  our  model,  marketing  mix  strategies are  influenced  by  
 the company‟s marketing mix decisions while marketing mix decisions 
 are influenced by the regional market environment, demand and size and 
 cultural differences of the country. It means  due to regionalization, 
 company thinks about its marketing mix and then adopts the standardization 
 or other strategies which can be based on different factors like demand, 
 competition and cost factor.  
 In practice firms adopt a combination of standardization and adaptation of 
 the various  elements of the marketing management programs and processes 
 by globalizing some elements and localizing others. In broad terms it is 
 possible to categories a firm‟s  strategic development as multi-domestic, 
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 global or regional, a third  alternative  strategy   in  which  separate,  but  
 largely  standardized  marketing strategies  are  implemented  in  different  
 regions  of  the  world  (Doole  &  Lowe, 2001)
52
.  
 Standardized marketing strategy: Where a firm develops and 
implements the same product, price, distribution, and promotion 
strategies in all markets. 
 Customized marketing strategy: Where a firm develops and 
implements a  
  different marketing mix for each target market. 
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 INTRODUCTION 
The growth in demand for telecom services in India is not limited to basic 
telephone  services. India has witnessed rapid growth in cellular, radio 
paging; value added services, internet and global communication by satel 
item (GMPCS) services. The agents of change, as observed from 
international perspective, have been broadly categorized into  economic 
structure, competition policy and technology. Economic reforms and 
liberalization have driven telecom sector through several transmission 
channels of which  these three categories are of major significance.  
The effective research cannot be accomplished without critically studying 
what already exists in the form of general literature and specific studies. 
Therefore, it is considered as  an important pre-requisite for actual 
planning and execution of research project. This  helps to formulate 
hypotheses and framework for further investigation. In this research,  the 
survey of literature has been classified into two parts - studies related to 
telecom sector and studies related to marketing strategies. 
2.1.1:  STUDIES RELATED TO GROWTH AND DEVELOPMENTS 
IN INDIAN TELECOM SECTOR 
Muller (1990)
1
 in his a research focuses that the success of the mobile 
commerce can be  attributed to the personal nature of wireless devices. 
Adding to this are its unique features  of voice and data transmission and 
distinct features like localization, feasibility and  convenience. The 
sustained growth of the mobile commerce around the world has been  more 
because of the transfer of technology according to the needs of local 
geography. 
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National Telecom Policy (1999)
2
 projected a target 75 million telephone 
lines by the year  2005 and 175 million telephone lines by 2010 has been 
set. Indian telecom sector has  already achieved 100 million lines. With 
over 100 million telephone connections and an annual turnover of Rs. 
61,000 crores, our present teledensity is around 9.1%. The growth of Indian 
telecom network has been over 30% consistently during last 5 years. 
According to Wellenius and Stern (2001)
3
  information is regarded today as 
a fundamental factor of production, alongside capital and labor. The 
information economy accounted for one-third to one-half of gross domestic 
product (GDP) and of employment  in Organization for Economic 
Cooperation and Development (OECD) countries in the 1980s and is 
expected to reach 60 percent for the European Community in the year 2000. 
Information also accounts for a substantial proportion of GDP in the newly 
industrialized economies and the modern sectors of developing countries. 
Videsh Sanchar Nigam Limited (VSNL) 16
th
 Annual Report (2002)
4
 
India like many  other countries has adopted a gradual approach to telecom 
sector reform through selective privatization and managed competition in 
different segments of the telecom sector. India introduced private 
competition in value-added services in 1992 followed by opening up of 
cellular and basic services for local area to competition. Competition was 
also introduced in National Long Distance (NLD) and International Long 
Distance (ILD) at  the start of the current decade. 
World Telecommunication Development Report (2002)
5
 explains that 
network expression in India was accompanied by an increase in productivity 
of telecom staff measured in terms of ratio of number of main lines in 
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operation to total number of staff.  
Indian Telecommunication Statistics (2002)
6 
in its study showed the long 
run trend in  supply and demand of Direct Exchange Lines (DEL). Potential 
demand for telecom  services is much more than its supply. In eventful 
decade of sect oral reforms, there has  been significant growth in supply of 
DEL.   
Economic Survey, Government of India (2002-2003)
7
 has mentioned two 
very  important goals of telecom sector as delivering low-cost telephony to 
the largest number  of individuals and delivering low cost high speed 
computer networking to the largest  number of firms. The number of 
phone lines per 100 persons of the population which is called teledensity, 
has improved rapidly from 43.6 in March 2001 to 4.9 in December 2002. 
Adam Braff, Passmore and Simpson (2003)
8
 focus that telecom service 
providers even in United States face a sea of troubles. The outlook for US 
wireless carriers is  challenging. They can no longer grow by acquiring new 
customers; in fact, their new customers are likely to be migrated from other 
carriers. Indeed, churning will account for  as much as 80% of new 
customers in 2005. At the same time, the carrier‟s Average Revenue per 
User (ARPU) is falling because customers have. 
Dutt and Sundram (2004)
9
 studied that in order to boost communication 
for business, new modes of communication are now being introduced in 
various cities of the country. Cellular Mobile Phones, Radio Paging, E-mail, 
Voice-mail, Video, Text and Video-Conferencing now operational in many 
cities, are a boon to business and industry. Value- added hi-tech services, 
access to Internet and Introduction of Integrated Service Digital Network are 
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being introduced in various places in the country. 
A study by Jeanette Carless on and Salvador Arias (2004)
10
 wireless 
substitution is producing significant traffic migration from wire line to 
wireless and helping to fuel fierce price competition, resulting in margin 
squeezes for both wire line voice tariffs in organization for Economic Co-
operation and Development Countries have fallen by an  average of three 
percent per year between 1999 and 2003.  
T.V. Ramachandran (2005)
11
 analysed performance of Indian Telecom 
Industry which is  based on volumes rather than margins. The Indian 
consumer is extremely price sensitive. Various socio-demographic factors- 
high GDP growth, rising income levels, booming  knowledge sector and 
growing urbanization have contributed towards tremendous growth of this 
sector. The instrument that will tie these things together and deliver the 
mobile revolution to the masses will be 3 Generation (3G) services. 
Rajan Bharti Mittal (2005)
12
 explains the paradigm shift in the way people 
communicate. There are over 1.5 billion mobile phone users in the world 
today, more than three times the number of PCOs. India today has the sixth 
largest telecom network in the world up from 14
th
 in 1995, and second 
largest among the emerging economies. It is also the world‟s 12
th
 biggest 
market with a large pie of $ 6.4 billion. The telecom revolution is propelling 
the growth of India as an economic powerhouse while bridging the 
developed and the developing economics.  
ASEAN India Synergy Sectors (2005)
13
 point out that high quality of 
telecommunication infrastructure is the pillar of growth for information 
technology (IT) and IT enabled  services. Keeping this in view, the focus of 
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telecom policy is vision of world class telecommunication services at 
reasonable rates. Provision of telecom services in rural areas would be 
another thrust area to attain the goal of accelerated economic development 
and social change. Convergence of services is a major new emerging area. 
Aisha Khan and Ruche Chaturvedi (2005)
14
 explain that as the 
competition in telecom  area intensified, service providers took new 
initiatives to customers. Prominent among them were celebrity 
endorsements, loyalty rewards, discount coupons, business solutions and talk 
time schemes. The most important consumer segments in the cellular market 
were the youth segment and business class segment. The youth segment at 
the inaugural session of cellular summit, 2005, the Union Minister for 
Communications and  Information Technology, Dayanidhi Maran had 
proudly stated that Indian telecom had reached the landmark of 100 million 
telecom subscribers of which 50% were mobile phone users. Whereas in 
African countries like Togo and Cape Verde have a coverage of 90% while 
India manages a merely mobile coverage of 20%. 
In overview in Indian infrastructure Report (2005)
15
 explains India‟s 
rapidly expanding  telecom sector is continuing to witness stiff competition. 
This has resulted in lower tariffs and better quality of services. Various 
telecom services-basic, mobile, internet, national long distance and 
international long distance have seen tremendous growth in year 2005  and 
this growth trend promises to continue electronics and home appliances 
businesses each of which are expected to be $ 2.5 bn in revenues by that 
year. So, driving forces for manufacturing of handsets by giants in India 
include-sheer size of India market, its frantic growth rates and above all the 
fact that its conforms in global standards. 
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Marine and Blanchard (2005)
16
 identifies the reasons for the unexpected 
boom in mobile networks. According to them, cell phones, based on Global 
System for Mobile Communication (GSM) standard require less investment 
as compared to fixed lines. Besides this, a wireless infrastructure has more 
mobility, sharing of usage, rapid profitability. Besides this, usage of prepaid 
cards is the extent of 90% simplifies  management of customer base. 
Moreover, it is suitable to people‟s way of life-rural, urban, and sub-urban 
subscribers. 
Illustrating the lead achieved by Gujarat. According to Business and 
Economy (2005)
17 
the catalyst for  Indian mobile operators in the future will 
undoubtedly be increased marketing and advertisement expenditure, along 
with better deals for mobile phone users like the previously mentioned full 
talk time Rs. 10 recharge card, will go a long way in not only retaining 
customers but also acquiring the vast market of lowered customers who are 
extremely sticky about value for money and have extremely low loyalties 
and almost non-existent switching costs. 
According to Oliver Stehmann (2005)
18
the telecommunications industry is 
characterized by rapid innovation in the service and the transmission market. 
The legally protected public or private monopolist does not have the same 
incentive to foster innovation that would exist in a competitive environment. 
Thus, state intervention based on the natural  monopoly argument neglects 
dynamic aspects, which are crucial in the telecommunications sector. 
Marketing Whitebook (2005)
19
 explains with support of detailed data that 
bigger players are close to 20% of the market each. In CDMA market, it is 
Reliance Infocom and Tata Teleservices are dominating the scene whereas 
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Airtel is lead in GSM operators. Between 2003 and 2004, the total 
subscriber base of the private GSM operators doubled. It rose from 12.6 
million subscribers at the end of March 2003 to 26.1 million by the end of 
March 2004. And yet that 100% growth rate notwithstanding, total industry 
revenue for  2003-04 was around Rs. 8308 crores. Compared to Rs. 6400 
crores that industry grossed in 2002-2003, that is an increase of 30%. 
According Economic Times (2005)
20
Indian mobile phone market is set to 
surge ahead  since urban India has a teledensity of 30 whereas rural India has 
a teledensity of 1.74. It indicates that the market is on ascent, with more than 
85000 villages yet is come under teleconnectivity. 
According to a paper released by the Associated Chambers of commerce 
and Industry of India (2005)
21
, it is stated that 30% of the new mobile 
subscribers added by the  operators worldwide will come from India by 
2009.10% of the third generation (3G) subscribers will be from India by 
2011, Indian handset segment could be between US $ 13 billion and US $ 15 
billion by 2016.It offers a great opportunity for equipment vendors to make 
India a manufacturing hub. Indian infrastructure capital expenditure on 
cellular equipment will be between 10 to 20% of the investment that will be 
made by international operators by 2015. The other proposals included 
setting up of hardware manufacturing cluster parks, conforming to global 
standards and fiscal incentives for telecom manufacturing among others.  
Virat Bahri (2006)
22
 explains the viewpoint of Sam Pitroda the Chairman of  
Worldtel that identifies opportunities for investments in telecommunications. 
He analyses that there is  an increasing role for telecom in e-governance in 
India. According to him, technology  can be leveraged to take India‟s 
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development to next level. 
According to Snyder (2006)
23
 Communications is a process that allows 
information to pass between a sender and one or more receivers and. the 
transfer of meaningful information or ideas from one location to a second 
location. Communications is a human process; humans communicate by 
sending information between themselves. Whereas, telecommunication is 
the transmission of data or information over a distance. Tele is a Greek word 
meaning  at a distance, far off. Thus, it classifies smoke signals, semaphore 
flags, lanterns and signal flares, telegraph systems, televisions, telephones, 
written letters, and hand signals as capabilities that support 
telecommunications. The problems with these communications forms 
include reliability, speed of transmission, and comprehension purposes. 
According to Rohit Prasad & V.Sridhar  (2007)
24
 this is one of the first 
such attempt to analyse the tradeoffs between low market power and 
economics of scale for sustained growth of mobile services in the country. 
Our analysis of the data on mobile services in India indicates the existence 
of economies of scale in this sector. We also calculate the  upper bound 
on the optimal number of operators in each license service area so that  
policies that make appropriate tradeoffs between competition and efficiency 
can be formulated. 
Narinder K Chhiber ( 2008)
25
 the mobile telecommunication technology is 
evolving  rapidly in the world as more people demand mobile services 
with longer bandwidth and new innovative services like connectivity 
anywhere, anytime for feature like T.V., Multimedia, Interoperability and 
seamless connectivity with all types of protocols and standards, while the 3G 
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services are yet to fully come up. Serious discussion on 4G has  started 
.WLAN hot spot have made inroads along with 3G to offer an alternative 
form of mobile access.   
2.1.2:  STUDIES RELATED TO TECHNOLOGY UPGRADATION IN 
TELECOM SECTOR 
Uehara (1990); King (1990); Glynn (1992); Mutoh (1994)
26 
emphasized 
that technological changes in the telecom and computers have radically 
changed the business scenario. In turn, the new demands of business have 
spurred many telecom based technological innovations. In order to exploit 
these innovations for competing in global markets, business community has 
been putting pressures on governments to revise the policy, regulation and 
structure of the telecom sector. Several countries across the world have 
responded by restructuring the state controlled telecom provider, increasing 
private participation and deregulating service provisions. 
Business Today (1992)
27
 pointed out that due to lack of technical and 
financial resources especially foreign exchange, the DOT generally lagged 
behind in its level of technology. India‟s indigenization program in the 
switching segment carried out by C-DOT was successful in the introduction 
of rural exchanges designed especially for Indian conditions characterized 
by dust, heat and humidity.  
According to Economic Commission for Europe (2000)
28
 this transition of 
the telecommunication area is mainly technology driven. The borderline 
between computers and electronics, on the one hand, and 
telecommunications,  on the other, is disappearing. This convergence of 
technologies has led to the acceleration of the innovation process, which is 
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constantly bringing forward new products and services. Besides expanding 
the market potential, this innovation process has also given rise to major 
changes in industry and the institutional structure.   
E Pedersen and Methlie (2002)
29
 studied the technology aspect and 
explained a  comparative view. According to them, a comparison of the slow 
adoption of WAP  services in Europe with the successful adoption of 
comparable I-mode services in Japan  and technological y simple SMS 
based services in Scandinavian suggest that aggregate and technology based 
models are insufficient to explain the mobile service. Thus, technological 
models of the supply side need to be supplemented with the views and 
impact of perceptions from the demand side of the mobile commerce end 
user.  
World Telecommunication Development Report (2002)
30
 technologies of 
mobile telecommunications and internet are going to set the contours of 
further technological progress in the current decade. The most recently 
initiatives aims at convergence of voice and data received from multiple 
sources both web based and real time video streams in mobile handsets and 
calling cards have virtual presence possible almost everywhere  overcoming 
the barriers of distance, topography and remoteness.  
Prithipal Singh (2004)
31
 with the convergence of technologies, data 
services are expected to grow exponentially in the years to come. Broadband 
is likely to take a lead in the development of Indian Telecom Sector. 
Broadband is growing market and offers immense possibilities for 
investment. In Broadband policy, India has envisaged a target of 40 million 
Internet subscribers and 20 million broadband subscribers by 2010.  
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P.S. Saran (2004)
32
 the telecom technology in India has transformed from 
manual and  electro-mechanical systems to the digital systems. India has 
stepped into new millennium by having 100% electronic switching system. 
The technological changes have made way for new services and economics 
in the provision of telecom services. 
According to Mather (2005)
33
 the challenge, of course, is that a competitor 
can show up in one of your established markets with new technology, better 
people, a better network of companies for support and a better management 
style and steal huge chunks of your  business before you can respond. 
Staying at the forefront of all these issues will be the only way to stay 
successful. 
2.1.3: STUDIES ON INVESTMENT POLICY OF TELECOM 
SECTOR  
Moto (1990)
34
 researched the need of separate policy, regulation and 
operation which require changes in legislation - for example the 
restructuring the Japanese Nippon Telegraph and Telephone Public 
Corporation and Kokusai Denshin Dewwa was preceded by appropriate 
changes in legal framework. 
Melody (1990)
35
 points out that the Indian Government had not addressed 
the basic  requirement necessary for reform and there was no pre-planned 
sequence of structural changes which are basic determinants of reform. 
Therefore, the government, investors  and subscribes could expect only 
marginal benefits from the reform process. 
MTNL Report (1991)
36
 explains that international bodies had supplemented 
government resources and funded expansion and technology up gradation 
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programmes. 
Akwule (1992)
37 
researched that in comparison Kenya, which had almost the 
same level  of gross domestic investment as percentage of GDP from 1981-
89 raided the telecom investment as a share of GDP from 3.28% to 8.67 in 
1978.The effect of under  investment in these sectors was compounded by 
the diffusion of these scarce resources over a number of areas where no 
specific area in telecom was developed.  
Jain and Chhokar (1993)
38
 points out the limitations of capital and 
manpower as key  constraints. The Athreya‟s Committee‟s report may be 
viewed as an initiation of a process of examining organizational options. 
Management incentives which would  allow these organizations to increase 
profitability and the structural mechanisms which  would allow then to raise 
capital from markets had been sketchily outlined.  
2.1.4: STUDIES RELATING TO COMPETITION IN INDIAN 
TELECOM SERVICE  SECTOR 
Melody (1990)
39
 points out various concerns for the telecom sector covering 
competition  as important one. Competition is considered more important 
factor than ownership in  introducing efficiency. Further the order in which 
structural adjustments take place determine the effectiveness.  
Donaldson(1994), Jussawala (1992); Jain, (1995); Wellenius (1995),
40
 
recognize that developing countries feel the important role a responsive, 
business oriented, and technologically advanced telecom sector plays in the 
growth of the economy. Many  developing countries accept the limitations 
of a monolith state monopoly in responding to the twin challenges of 
spurring internal growth and competing in global economy.   
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According to Stephen Y. Walters (2003)
41
 the telecommunications industry 
is being rocked by change fueled by the advent of the tremendous success of 
the internet and its  technologies.. For quite some time, there has been 
competition in the telephony business. Long-distance rates have seen 
continuous decreases for two decades as new carriers sought to capture 
greater and greater market share. Local carriers have seen competition for 
interconnecting the networks of large corporate customers and for providing 
them  access to long-distance services. So, competition and change are not 
new issues in telecommunications. But the internet has forced an entirely 
new set of changes on the phone business. There are new carriers, new 
business scenarios, new technologies, and new ways of thinking about end 
users and the services they seek. 
Shyamal Ghosh (2003)
42
 mentions that the most significant development 
since 1999 has been the progressive reduction in tariffs which has been 
facilitated by competition through multi operator environment. The most 
dramatic reduction in tariff has been from very high Rs. 16 per minute to Rs. 
2 per minute. 
N.M. Shanthi(2005)
43
throws light on the factors that contributed to the 
growth of telecom  sectors. The studies various initiatives take by 
government in lien of liberalization,  privatization and de-monopolization 
initiatives. The trend is expected to continue in the  segment as prices are 
falling as a result of competition in the segments. The beneficiaries of the 
competition are the consumers who are given a wide variety of services.  
Kushan Mitra (2005)
44
 analyses various factors contributing to competition 
to Indian Telecom Industry. Besides lowering of prices, increased efficiency, 
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greater innovation, highly tech industry better quality services are some of 
the reasons which are boosting  competition amongst various telecom 
service providers. 
Michael Meltzer (2005) 
45
 explain that in electronic age, the need to 
manage customer relationships for profit is a marketing dilemma that many 
telecommunication companies  face. 
Arindham Mukherjee (March, 2006)
46
 takes out various case studies like 
Vodafone, Maxis, Telekopm Malaysia, Tatatele etc. to study the rising 
interest of foreigners for  investment in Indian telecom industry. Various 
reasons of stemming growth can be rising subscriber base, rising teledensity, 
rising handset requirements, saturated telecom markets  of other countries, 
stiff competition, requirement of huge capital, high growth curve on 
telecom, changing regulatory environment, conducive FDI limits in telecom 
sector. 
OECD (2007)
47
 by increasing competition uptake can be mainly realized by 
then following incentives ; (1) bundling of services, such as offering 
telephone line plus broadband access  to internet ADSL at significantly 
reduced price, introducing triple play services on the subscriber line and 
promoting digital T.V. as a revenue source for the fixed line operator. These 
would however depend on the distance of the subscriber line from the local 
exchange and the quality of the copper line. Reducing cost for the second 
line would also be effective. This would lead to reduce prices for the 
consumer and reduce churn. (2) Increasing competition between broadband 
service providers. (3) Reducing the monthly  rates of increased speed internet 
access using ADSL. (4)  increasing awareness of the benefits of ADSL  to  
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the society.(5) increasing the local content on the internet so to  attract more 
users in attempt to find killer application that would attract user  to 
indispensable ADSL experience.(6) adopting convergence between wireless 
or mobile and fixed services. 
 2.1.5: STUDIES RELATED TO  CRM  IN SERVICES SECTOR  
As  Navin (1995)
48
 points out, these terms have been used to reflect a 
variety of themes and perspectives. Some of these themes offer a narrow 
functional marketing perspective while others offer a perspective that is 
broad and somewhat paradigmatic in approach and orientation. A narrow 
perspective of customer relationship management is database marketing 
emphasizing the promotional aspects of marketing linked to database efforts. 
(Bickert, 1992)
49
 Another narrow, yet relevant, viewpoint is to consider 
CRM only as customer retention in which a variety of after marketing tactics 
is used for customer bonding or staying in touch after the sale is made. 
(Vavra 1992).
50
 A more popular approach with recent application of 
information  technology is to focus on individual or one-to-one relationship 
with customers that integrate database knowledge with a long-term customer 
retention and growth strategy  
(Peppers and Rogers, 1993)
51
. Thus, Shani and Chalasani (1992) define 
relationship  marketing as “an integrated effort to identify, maintain, and 
build up a network with  individual consumers and to continuously 
strengthen the network for the mutual benefit of both sides, through 
interactive, individualized and value-added contacts over a long period of 
time”.  
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Jackson (1985)
52
 applies the individual account concept in industrial 
markets to suggest  CRM to mean, “Marketing oriented toward strong lasting 
relationships with individual accounts”.   
McKenna (1991)
53
 professes a more strategic view by putting the customer 
first and shifting the role of marketing from manipulating the customer 
(telling and selling) to genuine customer involvement (communicating and 
sharing the knowledge).  
Berry (1995)
54
, in somewhat broader terms, also has a strategic viewpoint 
about CRM. He stresses that attracting new customers should be viewed 
only as an intermediate step in  the marketing process. Developing closer 
relationship with these customers and turning them into loyal ones are 
equally important aspects of marketing. Thus, he proposed relationship 
marketing as “attracting, maintaining, and – in multi-service organizations – 
enhancing customer relationships”. Berry‟s notion of customer relationship 
management –resembles that of other scholars studying services marketing,  
 Gronroos (1990),Gummesson (1987), and Levitt (1981)
55
. Although each 
of them is espousing the value of interactions in marketing and its 
consequent impact on customer relationships, Gronroos and Gummesson 
take a broader perspective and advocate that  customer relationships ought to 
be the focus and dominant paradigm of marketing. For Gronroos (1990) 
states: “Marketing is to establish, maintain and enhance relationships  with 
customers and other partners, at a profit, so that the objectives of the parties 
involved are met. This is achieved by a mutual exchange and fulfillment of 
promises”. The implication of Gronroos‟ definition is that customer 
relationships is the „raison de enter‟ of the firm and marketing should be 
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devoted to building and enhancing such relationships.  
 Morgan and Hunt (1994)
56
, draw upon the distinction made between 
transactional exchanges and relational exchanges by Dwyer,Schurr, and 
Oh (1987)
57
, to suggest that relationship marketing “refers to all marketing 
activities directed toward establishing, developing, and maintaining 
successful relationships.”  
The core theme of all CRM and relationship marketing perspectives is its 
focus on  cooperative and collaborative relationship between the firm and 
its customers, and/or other marketing actors. Dwyer, Schurr, and Oh 
(1987)
58
 have characterized such  cooperative relationships as being 
interdependent and long-term oriented rather than  being concerned with 
short-term discrete transactions. The long-term orientation is often 
emphasized because it is believed that marketing actors will not engage in 
opportunistic behavior if they have a long-term orientation and that such 
relationships will be anchored  on mutual gains and cooperation (Ganesan, 
1994)
59
. 
Another important facet of CRM is “Customer selectivity”. As several 
research studies have shown not al customers are equally profitable for an 
individual company (Storbacka, 2000)
60
. The company therefore must be 
selective in tailors its program and  marketing efforts by segmenting and 
selecting appropriate customers for individual marketing programs. In some 
cases, it could even lead to “outsourcing of some  customers” so that a 
company better utilize its resources on those customers it can serve better 
and create mutual value. However, the objective of a company is not to 
really  prune  its customer base but to identify appropriate programs and 
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methods that would be profitable and create value for the firm and the 
customer. 
As observed by Sheth and Parvatiyar (1995)
61
, developing customer 
relationships has historical antecedents going back into the pre-industrial 
era. Much of it was due to direct interaction between producers of 
agricultural products and their consumers. Similarly artisans often developed 
customized products for each customer. Such direct interaction  led to 
relational bonding between the producer and the consumer. It was only after 
industrial era‟s mass production society and the advent of middlemen that 
there were less frequent interactions between producers and consumers 
leading to transactions oriented  marketing. The production and consumption 
functions got separated leading to marketing functions being performed by 
the middlemen. And middlemen are in general oriented towards economic 
aspects of buying since the largest cost is often the cost of goods sold.  
Berry and Parsuraman (1991); Bitner (1995); Crosby and Stephens 
(1987); Crosby,et al. (1990); Gronroos (1995)
62
 the de-intermediation 
process and consequent  prevalence of CRM is also due to the growth of the 
service economy. Since services are typically produced and delivered at the 
same institutions, it minimizes the role of the middlemen. A greater 
emotional bond between the service provider and the service users also 
develops the need for maintaining and enhancing the relationship. It is 
therefore not difficult to see that CRM is important for scholars and 
practitioners of services  marketing. 
According to Frazier, Speakman and O’Neal (1988)63 another force 
driving the adoption of CRM has been the total quality movement. When 
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companies embraced Total Quality  Management (TQM) philosophy to 
improve quality and reduce costs, it became necessary to involve suppliers 
and customers in implementing the program at all levels of  the value 
chain. This needed close working relationships with customers, suppliers, 
and other members of the marketing infrastructure. Thus, several companies 
formed partnering relationships with suppliers and customers to practice 
TQM. Other programs such as Just-in-time (JIT) supply and Material 
Resource Planning (MRP) also made the  use of interdependent 
relationships between suppliers and customers. 
According to (Shapiro and Posner, 1979)
64
 with the advent of the digital 
technology and complex products, systems selling approach became 
common. This approach emphasized the integration of parts, supplies, and 
the sale of services along with the individual capital equipment. Customers 
liked the idea of systems integration and sellers were able to sell augmented 
products and services to goods, as well as services. At the same time some 
companies started to insist upon new purchasing approaches such as national 
contracts and master purchasing agreements, forcing major vendors to 
develop key account management programs  Similarly, in the current era of 
hyper-competition, marketers are forced to be more concerned with 
customer retention and loyalty (Dick and Basu, 1994);Reicheld, 1996)
65
. 
As several studies have indicated, retaining customers is less expensive and 
perhaps a more sustainable competitive advantage than acquiring new  ones. 
Marketers are realizing that it costs less to retain customers than to compete 
for new ones (Rosenberg and Czepiel, 1984)
66
.On the supply side it pays 
more to develop closer relationships with a few suppliers than to develop 
more vendors (Hayeset al., 1998; Spekman, 1988)
67
. 
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In addition, several marketers are also concerned with keeping customers for 
life, rather  than making a ne0time sale (Cannie and Caplin, 1991)
68
. 
There is greater opportunity for cross-selling and up-selling to a customer 
who is loyal and committed to the firm and its offerings. Also, customer 
expectations have rapidly changed over the last two decades. Fueled by new 
technology and growing availability of advanced product features and 
services, customer expectations are changing almost on a daily basis. 
Consumers are less willing to make compromises or trade-off in product and 
service quality. In the world of  ever changing customer expectations, 
cooperative and collaborative relationship with customers seem to be the 
most prudent way to keep track of their changing expectations  and 
appropriately influencing it (Sheth and Sisodia, 1995)
69
. 
According to Yip and Madsen (1996)
70
 today, many large internationally 
oriented companies are trying to become global by integrating their 
worldwide operations. To achieve this they are seeking cooperative and col 
aborative solutions for global operations from their vendors instead of 
merely engaging in transactional activities with them. Such customers needs 
make it imperative for marketers interested in the business of companies 
who are global to adopt CRM programs, particularly global account 
management programs). Global Account Management (GAM) is 
conceptually similar to national account management programs except that 
they have to be global in scope and thus they are more complex. Managing 
customer relationships around the world cal s for external and internal 
partnering activities, including partnering across a firm‟s worldwide 
organization. 
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According to David L. Kurtz (2003)
71
 the purpose of relationship marketing 
is to build  long-term connections between the company and its customers 
and to develop brand and firm loyalty. Relationship marketing works wel  
for services where transactions tend to be continuous and switching costs for 
customers are high. Firms operating in the customization and functional 
service quality sector do well with relationship marketing programs. The 
long-term goal of relationship marketing is to build brand loyalty. Personal 
interaction with service personnel is critical in the development of the long-
term  relationship. 
Marketing strategy formulation, incorporating ideas from economics, 
sociology, psychology, consumer behavior, organization behavior, business 
strategy, and information systems and decisions sciences. 
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2.2.1:  STUDY RELATED TO MARKETING STRATEGY 
Strategy is the fundamental pattern of present and planned objectives, 
resources, developments and intractions of an organizations with markets, 
competitors and other environmental factors.(Mullins,Walker,Beyd 
&Larreche, 2002 )
72
 for this reason , a  good strategy should always 
specify;  
1. What is to be accomplished 
2. Where – the product, market, or industries that are to be 
focused. 
3. How – resources and activities that will be allocated to each 
market/ product to gain  sustainable competitive advantage. 
Marketing is a process for analyzing, planning and managing the 
organization‟s resources  while identifying and serving current and potential 
client group and their needs profitability.  
Reason for developing marketing strategy Dirks & Danniel(1991)
73
 
mention that company managers choose to introduced and / or reemphasize 
marketing strategy for a number of reasons, which may range from personal 
interests to corporate policies. However the  reason usually centers around 
an opportunities or an identified problem that the company management 
needs to explore. For example : 
1. Introducing new products or services 
2. Expanding into new markets. 
3. Differentiating products or services. 
4. Revitalizing products, services or markets. 
5. Deleting or „demarketing‟ product or service 
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6. Responding to a drop in sales or profits. 
7. Evaluating financial or legal risks of opportunities. 
8. Enhancing company image, brand or reputation. 
According Armstrong
74
, kotler, Cunningham & Mitchell(2004) strategic 
marketing  planning are documents that outline in detail the marketing 
strategies which will help a company, product or brand accomplish its 
overall business objectives.  
The article published by vargo and lusch (2004)
75
 in the journal of 
marketing comes up with a proactive “ new dominant logic “ for the field of 
marketing. It questions the differences between the marketing of goods and 
services. Some of the main arguments made by these authors are the 
following; 
1. Material goods are only distribution mechanisms for service 
distribution. 
2. Knowledge is the fundamental source of competetive 
advantage. 
3. All economies are service economies. 
4. The customer is always a co-producer. 
According to Nagasimha kanagal (2006)
76
, relationships as a focus on 
marketing aids in  the understanding of consumer needs and wants, which is 
useful to implement profitable  exchanges. Relationship marketing helps 
customising solutions to important customers, more efficiently than 
otherwise, knowledge and application of relationship marketing helps in 
achieving customer satisfaction ,customer retention and customer 
acquisition.  Relationship  marketing a tool of furthering the customer 
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understanding and interactive processes. Relationship marketing outputs can 
thus be usefully used, as inputs in product design and development, want 
identification, improving selling systems, pricing  strategies. It is one of the 
supports to systematic action setting in competitive marketing  strategy. 
Author such as stanton,etzel & walker (1991;13)
77
, McCartly & Perrearelt 
(1993;46) and Kotler & armstrong (1997;52) agree that the traditional 
marketing mix has been defined as a set of controllable instruments to 
manage the uncontrollable and dynamic marketing  environment and consist 
of four major element price, product, promotion or marketing 
communication and place. 
According to Donath (1999;14)
78
 there is an overemphasis on price and 
product as marketing instruments and an underemphasis on place and 
promotion. A danger exists that organizations will there for make a 
misallocation of organizational resources between  the four marketing mix 
instruments ( Chintaganta & vikassinh,1994;87)
79
. 
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2.2.2:  STUDY RELATED TO CONSUMER BEHAVIOUR  
Consumer decision making process is usually guided by already formed 
preferences for a particular alternative. This means that consumers are likely 
to make the choice between alternatives based on limited information search 
activity and without detailed evaluation of the other alternatives (alba and 
Hutchinson,2000;Chernev,2003)
80
. 
The researcher found that many decision strategies used by consumers can 
change due to person, context and task specific factor (Dhar,Nowlis and 
Sherman, 2000).
81
 
It is widely accepted that the traditional problem solving approach involving, 
rational decision making to the study of consumer choice may not be 
suitable for all situations, or is at least incomplete understand choice 
behavior. Limited information search and evaluation of alternatives led to a 
situation in which consumer choice is also driven by hedonic considerations 
(Dhar and Wertenbroch,2000)
82
. 
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2.3.1:  STUDY RELATED TO SURVEY PROJECTS ON TELECOM 
SERVICES 
Kalavani (2006)
83
 in their study analyzed that majority of the respondents 
have given  favorable opinion towards the services but some problems exist 
that deserve the attention  of the service providers. They need to bridge the 
gap between the services promised and services offered. The overall 
customers‟ attitude towards cell phone services is that they are satisfied with 
the existing services but still they want more services to be provided. 
Seth et al (2008)
84
, in their study titled “Managing the Customer Perceived 
Service Quality for Cellular Mobile Telephone: an Empirical Investigation” 
analyzed that there is relative importance of service quality attributes and 
showed that responsiveness is the most importance dimension  followed by 
reliability, customer perceived network quality, assurance, convenience, 
empathy and tangibles. This would enable the service providers to focus 
their resources in the areas of importance. The research resulted in the 
development of a reliable and valid instrument for assessing customer 
perceived service  quality for cellular mobile services. 
Kalpana and Chinnadurai (2006)
85
 in their study titled “Promotional 
Strategies of Cellular Services: A Customer Perspective” analyzed that the 
increasing competition and changing taste and preferences of the customer‟s 
all over the world are forcing companies to change their targeting strategies. 
The study revealed the customer attitude and their satisfaction towards the 
cellular services in Coimbatore city. 
Rick (2008)
86
: in his study found that companies with sound customer 
strategies can use  that ultimate loyalty program as a differentiator in an 
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increasingly muddled market. In an  increasingly competitive market, 
customer loyalty efforts can play a major part in the attraction of new 
customers and the retention of current ones. As consumers' choices expand, 
the importance of a sound customer relationship strategy becomes more and 
more important for the success of the company. 
Shikha Ojha (2009)
87
 conducted a study on “Consumer Awareness of VAS 
of Telecom  Sector of India”. She analyzed the contribution of the mobile 
phone services not only at the national or state level, but also its involvement 
in an individual's life. She found out  that the less number of users are 
aware of all the VAS provided by the service providers and thus the 
companies should focus on the awareness campaign. 
Shirshendu Ganguli (2008)
88 conducted a study on “Drivers of Customer 
Satisfaction in Indian Cellular services Market “in which he discussed the 
impact of service quality and features on customer satisfaction from the 
cellular users viewpoint. 
J D Power(2009)
89
 conducted a study on “Customers increasingly want 
telecom services  and products to be bundled” based on responses collected 
from 11,911 customers  nationwide and examined the overall customer 
satisfaction on six factors – customer  service, reliability, billing, image, cost 
of service, offers & promotions. 
Girish Taneja & Neeraj Kaushik (2007)
90
 conducted a study on 
“Customers perception  towards Mobile service providers: An analytical 
study” aims to deduce the factors that customers perceive to be the most 
important while utilizing the services of a mobile service provider. 
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 Anita Seth (2007)
91
 in his study on “Quality of service parameters in 
cellular mobile communication” developed a model of service quality and a 
set of dimensions for comparative evaluation which could provide useful 
directions to regulators and service providers. 
Swadeshkumar Samanta (2007)
92
 did as study on impact of price on 
mobile subscription  and revenue access price or fixed monthly fee for 
mobile services is the major factor that  governs the percentage of 
people subscribing ( penetration ) to the services. Empirical analysis shows a 
strong correlation between access price and penetration for developing and 
developed countries. They demonstrate a tradeoff between price of access 
and per minute call  and show how subscription and revenue to the operator 
can be increased.   
Wilska (2003)
93
 according to survey of finish young people aged 16-20, it 
was found that mobile phones choice and especially usage is consistent with 
respondents‟ general consumption styles. The researcher showed that 
addictive use was common among  females and was related to trendy and 
impulsive consumption styles. Instead, males were  found to have more 
technology enthusiasm and trend – consciousness. These attributes were 
then linked to impulsive consumption. the study concluded that genders are 
becoming more alike in telecom service choice. Because individual 
differences in consumption patterns are obviously identifiable. 
Requelme(2001)
94
 examined how much self knowledge consumers have 
when choosing  between different telecom service brands. The study was 
built upon six key attributes ( service features, connection fee, access cost, 
cell to cell phone rates, call rates and free calls )related to mobile. The 
97 
 
research showed that consumers with prior experience about a product can 
predict their choices relatively well , although respondents tended to 
overestimate the importance of features, call rates and free calls and 
underestimate the  importance of a monthly access fee , mobile to mobile 
phones rates and the connection fee. Mobile phone choice and use has also 
been found to be related to prior consumption style. 
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Leonard L. Berry and A. Parasuraman (1991)
95
 showed that inspired 
leadership, a customer-minded corporate culture, excellent service-system 
design and efficient use of information and technology are crucial for 
achieving superior service quality and service marketing. They argued that 
superior quality is vital to sustaining success. They insisted that customer 
satisfaction through integration of service quality throughout the system 
must be the focus of any company. 
Ruth M. Bolton and James H. Drew (1991)
96
, developed a model of how 
customers with prior experiences and expectations assess service 
performance levels, overall service quality, and service value. The model 
was applied to residential customers' assessments of local telephone service. 
The model was estimated with a two-stage least squares  procedure through 
survey data. Results indicated that residential customers' assessments  of 
quality and value are primarily a function of disconfirmation arising from 
discrepancies between anticipated and perceived performance levels. 
However, perceived performance levels also were found to have an 
important direct effect on quality and  value assessments. 
 
Kenneth Teas (1993)
97
 examined conceptual and operational issues 
associated with the "perceptions minus-expectations" (P-E) perceived 
service quality model. The examination indicated that the P-E framework 
was of questionable validity because of a number of  conceptual and 
definitional problems involving the (1) conceptual definition of expectations, 
(2) theoretical justification of the expectations component of the P-E 
framework, and (3) measurement validity of the expectation (E) and revised 
expectation  (E*) measures specified in the published service quality 
literature. Consequently,  alternative perceived quality models that address 
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the problems of the traditional  framework were developed and empirically 
tested. 
Pratibha A. Dabholkar (1993)
98
 iterated that customer satisfaction and 
service quality are  both important tools for creating competitive advantage. 
However, there is a lack of consensus on whether the two are separate 
constructs and how they should be measured. The research presented a 
number of conceptualizations of customer satisfaction and service quality 
based on disconfirmation, a transactional versus global view and the 
inclusion of cognitive and/or affective factors. Possible antecedents and 
consequences of both constructs were examined, and suggestions for future 
conceptualization and measurement of the constructs were provided. 
Eugene W. Anderson (1996) investigated the association between customer 
satisfaction  and willingness-to-pay or price tolerance. The goal was not 
only to determine whether the  association between customer satisfaction 
and price tolerance is positive or negative but also to gauge the degree of 
association. The empirical analysis indicated a negative association between 
the level of customer satisfaction provided by the firm and the degree of 
price tolerance exhibited by its customers. However, a positive association 
was found between year-to-year changes in the levels of customer 
satisfaction and price tolerance. 
Stephen S. Tax et al. (1998)
99 
said that many companies are considering 
investments in complaint handling as means of increasing customer 
commitment and building customer loyalty. Firms are not well informed, 
however, on how to deal successfully with service  failures or the impact of 
complaint handling strategies. The results of the paper supported a quasi 
“brand equity” perspective-whereas satisfaction with complaint handling had 
a direct impact on trust and commitment, to a limited extent, on the effects 
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of poor complaint handling. Implications for managers and scholars were 
also discussed. 
Bepko (2000)
100
 says that among the areas which need to be addressed in 
service quality research is the nature of consumer expectations across the 
range of intangibility. Previous  research had compared consumers‟ service 
quality expectations across services, but different groups of subjects were 
evaluated for each different service. The problem with  using different 
subjects for each service is that the subject‟s demographic characteristics 
may be responsible for  the  significant differences in expectations of 
quality. The paper  used a controlled, repeated measures design where 
subjects were each asked to evaluate three services, varying in their degree 
of intangibility, over a ten week period. 
David M. Szymanski and David H. Henard (2001)
101 
said that the growing 
number of academic studies on customer satisfaction and the mixed findings 
they report complicate efforts among managers and academics to identify 
the antecedents to, and outcomes of, businesses having more versus less-
satisfied customers. These mixed findings and the growing emphasis by 
managers on having satisfied customers point to the value of empirically 
synthesizing the evidence on customer satisfaction to assess current 
knowledge. To this end, the authors conducted a meta-analysis of the 
reported findings on customer satisfaction. They documented that equity and 
disconfirmation are most  strongly related to customer satisfaction on 
average. They also found that measurement  and method factors that 
characterize the research often moderated relationship strength  between 
satisfaction and its antecedents and outcomes. The authors discussed the 
implications surrounding these effects and offered several directions for 
future research. 
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Carsten Fink et al. (2001)
102
 examined the liberalization of the basic 
telecommunications sector in Asian countries in their research paper for 
World Bank,with a view to identify the elements of good policy and 
examine how it can be promoted through multilateral negotiations. They 
found that despite the move away from traditional public monopolies,  most 
Asian governments are still unwilling to allow unrestricted entry, eliminate 
limits  on private and foreign ownership, and establish strong independent 
regulators. Where  comprehensive reform – including privatization, 
competition and regulation – has been implemented, there are significantly 
higher levels of main line availability, service quality and labor productivity.  
Maran et al. (2004)
103
 studied the consumer perceptions about fixed 
telephone lines in Chennai. The objectives of the study was (1) to find the 
most influencing factor in selection of service provider, and (2) to measure 
customer perception and satisfaction as regards the service provided. The 
study on a sample of 550 telephone users indicated that some problems exist 
that deserve the attention of the company. The company needs to bridge the 
gap between the services promised and services offered. And to conclude, 
“Delivering service without measuring the impact on the customer is like 
driving a car  without a windshield”.  
Shanthi (2005)
104
 throws light on the telecommunications market of India – 
post privatization. In the scenario of falling prices, hyper-competition and 
increasing attrition rates and the author says that the study aims to bridge the 
research gaps identified as above. 
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3.1. Bharat Sanchar Nigam Limited 
3.1.1. Introduction 
VISION 
To become the largest Telecom Service Provider in Asia. 
 
MISSION 
 To provide world class State-of-art technology telecom services to its 
customers on demand at competitive prices. 
 To provide world class telecom infrastructure in its area of operation 
and to contribute to the growth of the country's economy. 
OBJECTIVES 
 To be a Lead Telecom Services Provider. To provide quality and 
reliable fixed telecom service to our customer and thereby increase 
customer's confidence. 
 To provide mobile telephone service of high quality and become no. 1 
GSM operator in its area of operation. 
 To provide point of interconnection to other service provider as per 
their requirement promptly. 
Contribute towards: National Plan Target of 500 million subscriber base for 
the country by December 2010.Broadband customer‘s base of 20 million in 
the country by 2010 as per Broadband Policy 2004.Providing telephone 
connection in villages as per government policy. Implementation of Triple 
play as a regular commercial proposition. Bharat Sanchar Nigam Ltd. 
formed in October, 2000, is World's 7th largest Telecommunications 
Company providing comprehensive range of telecom services in India: 
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Wireline, CDMA mobile, GSM Mobile, Internet, Broadband, Carrier 
service, MPLS-VPN, VSAT, VoIP services, IN Services etc. Presently it is 
one of the largest and leading & leading public sector units in India. 
BSNL has installed Quality Telecom Network in the country and now 
focusing on improving it, expanding the network, introducing new telecom 
services with ICT applications in villages and wining customer's confidence.  
Today, it has about 46 million line basic telephone capacity, 8 million WLL 
capacity, 52 Million GSM Capacity, more than 38302 fixed exchanges, 
46565 BTS, 3895 Node B ( 3G BTS), 287 Satellite Stations, 614755 Rkm of 
OFC Cable, 50430 Rkm of Microwave Network connecting 602 Districts, 
7330 cities/towns and 5.6 Lakhs villages. 
BSNL is the only service provider, making focused efforts and planned 
initiatives to bridge the Rural-Urban Digital Divide ICT sector. In fact there 
is no telecom operator in the country to beat its reach with its wide network 
giving services in every nook & corner of country and operates across India 
except Delhi & Mumbai.  
Whether  it is inaccessible areas of Siachen glacier and North-eastern region 
of the country. BSNL serves its customers with its wide bouquet of telecom 
services. BSNL is numerous operator of India in all services in its license 
area.  
                                                        The company offers vide ranging & most 
transparent tariff schemes designe to suite every customer. 
BSNL cellular service, CellOne, has 55,140,282 2G cellular customers and 
88,493 3G customers as on 30.11.2009. In basic services, BSNL is miles 
ahead of its rivals, with 35.1 million Basic Phone subscribers i.e. 85 per cent 
share of the subscriber base and 92 percent share in revenue terms. BSNL 
has more than 2.5 million WLL subscribers and 2.5 million Internet 
116 
 
Customers who access Internet through various modes viz. Dial-up, Leased 
Line, DIAS, Account Less Internet(CLI). BSNL has been adjudged as the 
NUMBER ONE ISP in the country. 
BSNL has set up a world class multi-gigabit, multi-protocol convergent IP 
infrastructure that provides convergent services like voice, data and video 
through the same Backbone and Broadband Access Network. At present 
there are 0.6 million Data One broadband customers.  
The company has vast experience in Planning, Installation, network 
integration and Maintenance of Switching & Transmission Networks and 
also has a world class ISO 9000 certified Telecom Training Institute. Scaling 
new heights of success, the present turnover of BSNL is more than Rs.351, 
820 million (US $ 8 billion) with net profit to the tune of Rs.99, 390 million 
(US $ 2.26 billion) for last financial year. The infrastructure asset on 
telephone alone is worth about Rs.630, 000 million (US $ 14.37 billion).  
 
3.1.2. GROWTH AND DEVELOPMENT 
 
BSNL (then known as Department of Telecom) had been a near monopoly 
during the socialist period of the Indian economy. During this period, BSNL 
was the only telecom service provider in the country (MTNL was present 
only in Mumbai and   New   Delhi).   During   this   period   BSNL   
operated   as   a   typical   state-run organization, inefficient, slow, 
bureaucratic, and heavily unionized. As a result subscribers had to wait for 
as long as five years to get a telephone connection. 
The corporation tasted competition for the first time after the liberalization 
of Indian economy in 1991. Faced with stiff competition from the private 
telecom service providers,   BSNL   has   subsequently   tried   to   increase   
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efficiencies   itself.   Dot veterans, however, put the onus for the sorry state 
of affairs on the Government policies, where in all state-owned service 
providers were required to function as mediums for achieving egalitarian 
growth across all segments of the society.  
The corporation   (then   Dot),   however,   failed   miserably   to   achieve   
this   and   India languished among the most poorly connected countries in 
the world. BSNL was born in 2000 after the corporatization of Dot. The 
efficiency of the company has since improved.  However, the performance   
level is nowhere near the private players. The corporation remains heavily 
unionized and is comparatively slow in decision making and 
implementation. Though it offers services at lowest tariffs, the private 
players continue to notch up better numbers in all areas, years after year. 
 BSNL has been providing connections in both urban and rural areas. Pre-
activated Mobile connections are available at many places across India. 
BSNL has   also   unveiled   cost-effective   broadband   internet   access   
plans   (Data One) targeted at homes and small businesses. At present BSNL 
enjoys around 60% of market share of ISP services. 
2007 has been declared as "Year of Broadband" in India and BSNL is in the 
process of providing 5 million Broadband connectivity by the end of 2007. 
BSNL has upgraded existing Dataone (Broadband) connections for a speed 
of up to 2 Mbit/s without any extra cost. This 2 Mbit/s broadband service is 
being provided by BSNL at a cost of just US$ 11.7 per month (as of 
21/07/2008 and at a limit of 2.5GB monthly limit with 0200-0800 hrs as no 
charge period). Further, BSNL is rolling   out   new   broadband   services   
such   as  triple   play. 
BSNL is planning to increase its customer base to 108 million customers by 
2010. With the frantic activity in the communication sector in India, the 
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target appears achievable. 
BSNL is a pioneer of rural telephony in India. BSNL has recently bagged 
80% of US$ 580 m (INR 2,500 crores) Rural Telephony project of 
Government of India.
[
On the 20th of March, 2009, BSNL advertised the 
launch of BlackBerry services across its Telecom circles in India. The 
corporation has also launched 3G services. 
Bharat Sanchar Nigam Limited, the largest Public Sector Undertaking of the 
Nation, is certainly on a financial ground that's sound.  The Company has a 
net worth of Rs. 88,634 crores (US$ 17.40 billion), authorized equity capital 
of Rs. 10,000 crores (US $ 1.96 billion), Paid up Equity Share Capital of Rs. 
5,000 crores (US $ 0.98 billion) and Revenues is Rs. 35,812 crores (US $ 
7.03 billion) in 2008-09. (Note: 1 US $ = 50.9500 INR as on 31-03-2009). 
 
3.1.3. AREA OF OPERATION 
 
The world class services offered by the BSNL:  
The Plain old, Countrywide telephone Service through 32,000 electronic 
exchanges. Digitalized Public Switched Telephone Network (PSTN) with a 
host of Phone Plus value additions. BSNL launched Data One broadband 
service in January 2005 which shall be extended to 198 cities very shortly. 
The service is being provided on existing copper infrastructure on ADSL2 
technology. The minimum speed offered to the customer is 256 Kbps at Rs. 
250/- per month only. Subsequently, other services such as VPN, 
Multicasting, Video Conferencing, Video-on-Demand, Broadcast 
application etc will be added. Keeping the global network of Networks 
networked, the countrywide Internet Services of BSNL under the brand 
name BSNL BROADBAND includes Internet dial up/ Leased line access, 
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CLI based access (no account is required) and DIAS service, for web 
browsing and E-mail applications. You can use your dialup sancharnet 
account from any place in India using the same access no ‗172233‘, the 
facility which no other ISP has. BSNL   has   customer   base   of   more   
than   1.7   million   for   sancharnet   service. BSNL also offers Web hosting 
and co-location services at very cheap rates. ISDN Integrated Service Digital 
Network Service of BSNL utilizes a unique digital network providing high 
speed and high quality voice, data and image transfer over the same line. It 
can also facilitate both desktop video and high quality video conferencing.  
Intelligent Network ; Intelligent Network Service   offers value-added 
services, such as: 
 Free phone service [FPH] 
 India Telephone card [Prepaid Card] 
 Account Card Calling [ACC] 
 Virtual Private Network [VPN] 
 Tele-Voting 
 Premium Rae Service [PRM] 
 Universal Access Number [UAN] and more. 
 I net; India s x.25 based packet Switched Public Data Network is 
operational in 104 cities of the country. It offers x.25 x.28 leased, x.28 Dial 
up (PSTN) Connection) and frame relay services. 
Leased Line; BSNL provides leased lines for voice and data communication 
for various applications on point to point basis. It offers a choice of high, 
medium and low speed leased data circuits as well as dial-up lines.  
Bandwidth is available on demand in most cities. Managed Leased Line 
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Network (MLLN) offers flexibility of providing circuits with speeds of nx64 
kbps up to 2mbps, useful for Internet leased lines and International Principle 
Leased Circuits (IPLCs). 
Cellular Mobile Service; BSNL‘s GSM cellular mobile service Cellone has a 
customer base of over 5.2 million. CellOne provides all the services  like 
MMS, GPRS, Voice   Mail,   E-mail,   Short   Message   Service   (SMS)   
both   national   and   international, unified messaging service (send and 
receive e-mails) etc. You can use CellOne in over 160 countries worldwide 
and in 270 cellular networks and over 1000 cities/towns across India. It has 
got coverage in all National and State Highways and train routes. CellOne 
offers all India Roaming facility to both pre-paid and post-paid customers 
(including Mumbai & Delhi).  
WLL ; This is a communication system that connects customers to the 
Public Switched Telephone   Network   (PSTN)   using   radio   frequency   
signals   as   a   substitute   for conventional  wires for all or part of the  
connection  between  the subscribers  and the telephone exchange. 
Countrywide WLL is being offered in areas that are non-feasible for the 
normal network. Helping relieve congestion of connections in the normal 
cable/wire based network in urban areas. Connecting the remote and 
scattered rural areas. Limited mobility without any air-time charge. 
 
(Source ; www.bsnl.co.in)  
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3.2. TATA TELESERVICES LIMITED 
3.2.1. Introduction 
MISSION  
 
1. Enriching life by enabling reliable and affordable communication 
anytime, anywhere. 
2. To be a competitive value provider in international businessfor Group 
companies and all our partners. 
 
VISION  
 
1. We will strive to be the preferred partner to our customers by 
providing appropriate and Cost-effective communication solutions. 
2. The vision of becoming a customer-focused organization offering 
quality, convenience and accessibility has always been the core of our 
business model. After mapping our customer expectations, we plan to 
aggressively bring new technology, add innovative products and 
services and increase the coverage area to make a major leap into the 
future. Our plan is based on providing further value addition to our 
existing customers and integrates our operations to bring increased 
efficiency, enhanced flexibility and expanded reach 
 
FIVE CORE VALUES 
The Tata Group has always sought to be a value-driven organisation. 
These values continue to direct the Group's growth and businesses. The 
five core Tata values underpinning the way we do business are:   
 INTEGRITY: We must conduct our business fairly, with honesty and 
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transparency. Everything we do must stand the test of public scrutiny. 
 UNDERSTANDING: We must be caring, show respect, compassion 
and humanity for our colleagues and customers around the world, and 
always work for the benefit of the communities we serve. 
 EXCELLENCE: We must constantly strive to achieve the highest 
possible standards in our day-to-day work and in the quality of the 
goods and services we provide. 
 UNITY: We must work cohesively with our colleagues across the 
Group and with our customers and partners around the world, building 
strong relationships based on tolerance, understanding and mutual 
cooperation. 
 RESPONSIBILITY: We must continue to be responsible, sensitive 
to the countries, communities and environments in which we work, 
always ensuring that what comes from the people goes back to the 
people many times over. 
 
Tata Teleservices Limited spearheads the Tata Group‘s presence in the 
telecom sector. Incorporated in 1996, Tata Teleservices Limited is the 
pioneer of the CDMA 1x technology platform in India. It has embarked on a 
growth path since the acquisition of Hughes Tele.com (India) Ltd [renamed 
Tata Teleservices (Maharashtra) Limited] by the Tata Group in 2002. It 
launched mobile operations in January 2005 under the brand Tata Indicom 
and today enjoys a pan-India presence through existing operations in all of 
India‘s 22 telecom Circles. The company is also the market leader in the 
fixed wireless telephony market with its brand Walky. The company has 
recently introduced the brand Photon to provide a variety of options for 
wireless mobile broadband access. The company‘s network has been rated as 
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the ‗Least Congested‘ in India for last five consecutive quarters by the 
Telecom Regulatory Authority of India through independent surveys. Tata 
Teleservices Limited now also has a presence in the GSM space, through its 
joint venture with NTT DOCOMO of Japan, and offers differentiated 
products and services under the Tata DOCOMO brand name. Tata 
DOCOMO arises out of the Tata Group‘s strategic alliance with Japanese 
telecom major NTT DOCOMO in November 2008. Tata DOCOMO has 
received a pan-India license to operate GSM telecom services—and has also 
been allotted spectrum in 18 telecom Circles. The company has rolled out 
GSM services in 14 of India‘s 22 telecom Circles in a quick span of under 
six months. The company plans to launch pan-India operations by the end of 
FY 2009-10. 
 
Tata DOCOMO marks a significant milestone in the Indian telecom 
landscape, and has already redefined the very face of telecoms in India, 
being the first to pioneer the per-second tariff option part of its ‗Pay for 
What You Use‘ pricing paradigm. Tokyo-based NTT DOCOMO is one of 
the world‘s leading mobile operators—in the Japanese market, the company 
is the clear market leader, used by over 50 per cent of the country‘s mobile 
phone users. Today, Tata Teleservices Limited, along with Tata Teleservices 
(Maharashtra) Limited, serves over 58 million customers in more than 
410,000 towns and villages across the country, with a bouquet of telephony 
services encompassing mobile services, wireless desktop phones, public 
booth telephony, wire line services and enterprise solutions.  
In December 2008, Tata Teleservices Limited announced a unique reverse 
equity swap strategic agreement between its telecom tower subsidiary, 
Wireless TT Info-Services Limited, and Quippo Telecom Infrastructure 
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Limited—with the combined entity kicking off operations in early 2009 with 
18,000 towers, thereby becoming the largest independent entity in this 
space—and with the highest tenancy ratios in the industry. The WTTIL-
Quippo combine is targeting over 50,000 towers by the end of FY 2010-11. 
 
Ratan N. Tata was appointed as the Chairman of Tata Sons Limited in 
1991. He is the Chairman of several of the leading Tata group companies 
including Tata Steel, Tata Motors, Tata Power, Tata Consultancy Services, 
Tata Tea, Tata Chemicals, Indian Hotels Limited and TTSL. He is also the 
Chairman of two of the largest private sector promoted philanthropic trusts 
in India. During his tenure, the Group's revenues have grown over six-fold to 
Rs. 80,000 crore ($ 17.8 bn.). Mr. Tata‘s association with Tata group 
companies began in December 1962. He was assigned to various companies 
before being appointed Director-in-Charge of the National Radio and 
Electronics Company Limited (NELCO) in 1971. He was named Chairman 
of Tata Industries Limited in 1981, where he was responsible for 
transforming the company into a group strategy think-tank, and was also 
responsible for the promotion of new ventures in high technology 
businesses. 
He is associated with various organizations in India and abroad, including 
through Chairmanship of the Government of India's Investment 
Commission, and membership of the Central Board of the Reserve Bank of 
India, the International Advisory Boards of Mitsubishi Corporation, the 
American International Group, J.P.Morgan Chase, the International 
Investment Council set up by the President of the Republic of South 
Africa,the Asia Pacific Advisory Committee and membership of the Board 
of Directors of the New York Stock Exchange. He serves on the Board of 
125 
 
Trustees of the Ford Foundation and the Programme Board of the Bill and 
Melinda Gates Foundations' India AIDS Initiative He also chairs the 
Advisory Board of RAND's Center for Asia Pacific Policy. Mr. Tata 
received a Bachelor of Science degree in Architecture from Cornell 
University in 1962. He worked briefly with Jones and Emmons in Los 
Angeles, California before returning to India in late 1962. He completed the 
Advanced Management Program at Harvard Business School in 1975.The 
Government of India honored Mr. Tata with one of its highest civilian 
awards, the Padma Bhushan, on Republic Day, January 26, 2000. He has 
also been conferred an honorary doctorate in Business Administration by the 
Ohio State University, an honorary doctorate in Technology by the Asian 
Institute of Technology, Bangkok, and an honorary doctorate in Science by 
the University of Warwick. 
 
3.2.2. GROWTH AND DEVELOPMENT 
 
TTSL pioneered the CDMA 3G1x technology platform in India. The 
company has established a robust and reliable telecom infrastructure that 
ensures quality in its services. It has partnered Motorola, Ericsson, Lucent 
and ECI Telecom to deploy a reliable and technologically advanced 
network. TTSL's telephony services include mobile services, fixed wireless 
phones (FWP), public booth telephony and wire line services. Among its 
value-added services are voice portal, roaming, post-paid internet services, 
three-way conferencing, group calling, wi-fi internet services and data 
services. 
The company has entered the 'prepaid' segment by launching, under the Tata 
Indicom brand, its '100 %  Sacchai True Paid' offering across all its circles. 
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Tata Indicom also offers a collection of 1,000 mobile games, the latest 
handsets, and new voice and data services such as BREW games, picture 
messaging, polyphonic ring tones, and interactive applications.  
TTSL, along with its subsidiary, Tata Teleservices (Maharashtra), currently 
serves 4.58million customers in over 1,400 towns in India 
 
TATA IN TELECOM 
Tata Teleservices Limited is India's leading private telecom service 
provider. The company offers integrated telecom solutions to its customers 
under the Tata Indicom brand, and uses the latest CDMA 3G1X technology 
for its wireless network. Currently operating in 6 states i.e. Delhi, 
Maharashtra, Karnataka, Andhra Pradesh, Tamil Nadu and Gujarat, the 
company has a customer base of over 1.3 million. With a planned 
nationwide footprint across the country, Tata Teleservices has applied for 
licenses for 11 more circles, which include Punjab, Haryana, UP (West), 
Kerala, West Bengal, Rajasthan, Madhya Pradesh, Bihar, Orissa, Himachal 
Pradesh and Uttar Pradesh (East).   
TATA Teleservices (Maharastra) Ltd. (TTML) (Formerly Hughes Tele.com 
(India) Ltd.), is India's premier broadband network based telecommunication 
service provider.TTML is licensed to provide telecommunication services in 
the western Indian states of Maharashtra (which includes Mumbai, India's 
commercial hub) & Goa. TTML is rapidly expanding its network and 
currently provides telecommunication services to over 461,000 business and 
residential customer lines in 10 cities and some villages in rural and remote 
areas in Maharashtra & Goa. In addition to its strong product offerings in the 
conventional voice telephony services 
TTML provides a full suite of broadband services like secure Internet 
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access, Managed Data Network services and Managed Leased Line services, 
focused on communication-intensive customers.   
Videsh Sanchar Nigam Limited is India's leading provider of International 
Telecommunications and Internet Services. As the country's leader in 
International Long Distance services and with a strong pan-India National 
Long Distance presence,VSNL is the leader in the Corporate Data Market in 
the country today with a strong service offering covering IPLCs, ILLs, 
Frame Relay, ATM and more recently, MPLS based IP-VPN services. With 
established relations with over 80 carriers across the globe,VSNL has a 
strong infrastructure base that covers multiple gateways, earth stations and 
submarine cable systems. Tata-owned VSNL is now rapidly growing its 
retail and corporate presence under the Tata Indicom brand through its 
products like dial-up Internet, net telephony and calling cards and has a 
subscriber base of over 6.5 lakh customers. VSNL also offers a host of other 
valued added services that include Television / Video uplinking, Program 
transmission services, Frame relay services and Inmarsat services. 
VSNL is in the process of expanding its global presence and is setting up 
operations in Sri Lanka and the United States of America. VSNL is listed 
across all the major stock exchanges in India and also has its ADRs listed on 
the New York Stock Exchange.   
Tata Internet Services Limited (TISL) leads the Tata Group‘s foray into the 
Internet. Leveraging the group‘s considerable strengths in telecom, software 
services and domain knowledge in multiple industries, TISL focuses on key 
elements of the value chain in 
The consumer and corporate data services spaces. On the consumer front, 
the company offers Internet connectivity and operates several cyber cafés. 
On the corporate front, it offers Internet connectivity, networking services 
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and data centre-based services. TISL has invested extensively in networking 
and IT infrastructure, to set up one of India‘s most advanced data networks, 
with independent and redundant domestic and international connectivity and 
world-class support services. We have the infrastructure. The expertise an 
integrated array of Internet services and solutions. And we promise you the 
reliability that is the hallmark of the Tata group 
Tata Internet Services Limited leads the Tata group's foray into the Internet. 
It leverages the group's considerable strengths in IT, telecom, software 
services and domain knowledge in different end-user industries to position 
itself at strategic points in the Internet value chain. 
On the consumer front there is Tatanova, the Smart ISP, now operational in 
five cities. Tatanova's superior service is showcased in our cybercafés across 
the country. For the corporate customer, Tata Internet offers Internet 
Connectivity, IP-based Virtual Private Networks, standard or customized 
Internet Data Centre services, and a host of value-added and industry-
specific solutions.   
Tata Internet has made extensive investments in networking and IT 
infrastructure from the world's leading companies to set up one of the 
country's most advanced data networks with independent and redundant 
domestic and international connectivity. A highly specialised team of 
dedicated professionals provide world-class support services that make the 
difference. Tata Internet now looks to the future - the new integrated Internet 
and personal communications scenario with data, voice and video 
convergence.   
Tata Indicom VSAT Services is a division of NELCO LTD and operates the 
largest private enterprise VSAT network owned by the TATA Group of 
companies. Tata Indicom VSAT Services provides its users with a turnkey 
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solution for their Wide Area Networking needs including monitoring and 
managing their network with a 24 hour help desk and field support at most 
key locations throughout India. 
VSAT Networks: The Right Choice, VSAT is a an acronym for Very Small 
Aperture Terminal, or put more simply it is a 1 to 4 meter dish on a roof 
linking a central hub (e.g. your Head Quarter) with all the remote offices and 
facilities, keeping them all in constant and immediate contact.  VSATs are 
suitable for connecting a large number of geographically dispersed sites to a 
central location.  They are super efficient, point-to-multipoint 
communications - simple to install, instantly expandable at minimal cost, 
and avoid all national telecom operators!   
 There is no dialing, no delays and just about any type of transmission is 
possible: data voice, fax, video, TV, radio and of course, very high speed 
always-on broadband Internet  VSAT refers to a combined send/receive 
terminal, with a typical antenna diameter of 1 to 3.7m. VSAT networks are 
well suited for business applications, offering solutions for large networks 
with varied traffic needs. They provide very efficient point-to-multipoint 
communications, are easy to install, and can be expanded at very low extra 
cost. Any business operation with long-distance telecommunications needs 
find VSAT an attractive solution. With VSAT networks, there is no dialing, 
no response delays, no interruptions. They offer immediate accessibility and 
continuous high-quality transmissions. And as they are adapted for any kind 
of transmission, from data to voice, fax, high-speed Internet, and video, 
VSAT networks offer the operational flexibility needed for all information 
transfers, with very simple installation. 
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3.2.3. AREA OF OPERATION 
 
Products and Services 
We offer CDMA wireless services (comprising of CDMA mobile and 
CDMA fixed wireless services) and wire-line services in the Maharashtra 
(including Goa) and the Mumbai metropolitan Circles, along with internet 
services and value added services. 
CDMA based Mobile Services 
We provide CDMA based mobile services to our subscribers. We also offer 
domestic roaming to our CDMA mobile subscribers, who can avail of these 
services within the Maharashtra Circle and the Mumbai metropolitan Circle, 
and pursuant to certain arrangements with TTSL, within the 17 circles where 
TTSL operates.  We have currently tied up with certain International Service 
Providers and are in the process of tying up with more international 
operators. We expect to commence International roaming in the near future. 
We provide our CDMA mobile subscribers with short messaging services, 
national and international long distance services and call management 
services (including call forwarding and caller identification services).We 
also provide value added services as discussed below. The subscribers have 
an option to avail of the mobile services through our various post paid and 
pre paid schemes. The tariffs in these schemes may vary across time based 
on the market conditions and competitive pressures. 
 
CDMA based Fixed Wireless Services 
We provide CDMA based fixed wireless services wherein we provide 
subscribers with a wireless instrument with enhanced voice and data 
features. This service is primarily a technologically advanced substitute to 
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the traditional wire line phone offering numerous customer friendly and 
technological benefits over traditional wire-line services. These include, 
among others, ease of providing connections, allowing portability with 
customer premises, absence of cable related disruptions in services and 
allowing telephone number portability within the service area. Fixed 
wireless services also allow us to provide features such as short messaging 
services, choice of ring tones, in-built phone book, speaker phone, LCD 
display and internet connectivity. Fixed wireless services are a cost efficient 
method of rolling out our services and we primarily target medium to high 
usage customers including small and medium enterprises and small office 
home office customers. We provide our CDMA fixed wireless subscribers 
with national and international long distance services and call management 
services (including call forwarding and caller identification services). We 
also provide value added services as discussed below. In addition to these 
voice-based services, we provide our fixed wireless customers with Internet 
services and intend to provide various data application services in the future.  
 
Wire-line Services  
In addition to CDMA based mobile and CDMA based fixed wireless 
services; we also provide traditional wire-line services. In this market 
segment, we focus primarily on corporate and high usage subscribers. We 
offer internet services to our wire-line customers and also provide TDMA  
fixed wireless services as part of our wire-line services to a limited number 
of subscribers. We are currently the leading private operator of wire-line 
services in the Maharashtra and Mumbai metropolitan circles based on the 
number of wire-line subscribers as at 31 March 2005. We offer national and 
international long distance services, integrated services digital network 
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(ISDN) services that allow data transmissions using end-to-end digital 
connectivity, digital subscriber line (DSL) services, videoconference 
services, web-conference services as well as virtual private network services 
for cost-effective communications within a specified user group. 
Public Call Offices (PCOs) 
We have deployed our Public call offices (―PCOs‖) through both wire line 
and fixed wireless mode. PCOs form a major source of our income from 
wire-line services as calls from PCOs are charged on the basis of minutes of 
usage and typically generate higher average revenue per line. Revenues from 
PCOs, however, depend significantly on tariffs of national long distance and 
international long distance calls. While lower tariff charges on the national 
long distance and international long distance calls adversely affect revenues, 
this is partly offset by increased usage. Fixed Lines through Universal 
Services Obligation (USO) fund support The Company participated in an 
open bidding process for providing fixed phones in non-urban areas through 
USO fund support and won bids for Jalna, Kalyan, Nagpur, Pen and 
Ratnagiri LDCAs and has to provide rural DELs in 43 SDCAs. The 
Company had the obligation to roll out services (100 lines per telecom 
district), by September 2005. However, these districts were severely affects 
by floods in the region due to which the deadline for fulfilling the rollout 
was extended to December 31, 2005. The Company has duly fulfilled this 
rollout stipulation under this contract. The Company has a further obligation 
to provide lines as per demand in these SDCAs. 
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Value Added Services 
We believe value added services are important as they offer higher revenue 
potential, are an important competitive differentiator and increase customer 
loyalty and usage. Our value added services for our CDMA mobile and 
CDMA fixed wireless subscribers include the following: 
Information based services. We provide national and international news 
headlines, sports and business, finance and securities market related news 
through short messaging services (―SMS‖) as well as through a voice portal. 
Entertainment and communication based services. We provide entertainment 
and movies related news and updates, horoscope, cricket scores, electronic 
top ups, humor, contests, ring tone downloads, wallpapers and screensavers, 
entertainment guides, games, flight and train schedules through SMS as well 
as through a voice portal. We would also be launching services like Missed 
Call Alerts, Caller Ring Back tones (CRBT) etc. The Company also provides 
WAP based sevices and downloads for accessing ―Tata Zone‖, the 
Company‘s portal for downloads. The Company also provides downloads 
for BREW enabled handsets. Transaction based services. We intend to 
provide our subscribers with the facility to, through our network, make 
airline and train reservations, pay bills and complete banking transactions. 
Internet Offerings 
The Company is a Category A (National) ISP Licensee and offers a broad 
range of Internet-related product offerings including DSL, post paid dial-up 
Internet access and content services.  The company also provides Wireless 
Internet Connectivity through its Vdata Card facility. This card once fitted 
into notebook PC/Laptop, allows user to connect to the Internet, send and 
receive e-mails, connect to a corporate network, and make voice calls, 
without the need for a network cable or phone line. 
134 
 
Since April 2005, the Company discontinued Wi-Fi Service (which was 
commenced in July 2003) and has agreed to transfer the Wi-Fi business and 
assets to Videsh Sanchar Nigam Limited 
Tata Indicom Conference Call Service 
We offer audio-conference service since 2001 under the ―Tata Indicom 
Conference Call Service‖. Because of a large number of corporate, more 
than 70% of conferencing revenue comes from customers within the 
Mumbai Circle. Outside Mumbai, the customer base is spread across all 
metros of India and users are all across the globe. 
Points of Presence of this service have been created in 11 cities 
(Ahmedabad, Bangalore, Chennai, Delhi,Goa, Gunthur, Hyderabad, Nagpur 
and Vijaywada, Kolkata, Jamshedpur). 
 
Marketing, Distribution and Customer Services ; 
 
Marketing 
We market our services under the Tata Indicom brand name which we have 
been permitted to use by Tata Sons Limited and are focused on leveraging 
and further developing this brand as a means of customer acquisition and 
retention. We believe that our brand has been developed to suggest attractive 
products and services for subscribers at competitive rates, which are simple 
to comprehend and clearly communicated. In our marketing efforts, we 
focus on customer acquisition and retention, improving the yield per 
customer and focusing on each customer segment. We place a strong 
emphasis on customer development and loyalty and aim to differentiate 
ourselves on the basis of providing competitive tariff packages to attract and 
retain subscribers and enhance consumer experience by offering better 
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quality and superior range and value of our services. 
The Company has launched Innovative marketing campaigns, a recent one 
being the ‗Non Stop Mobile‘ for Tata Indicom prepaid mobiles. Despite 
being the sixth mobile operator in the mobile market the Company was able 
to achieve 29% Incremental Market share for the month of November 2005. 
The Company also launched EMI schemes on the Tata Indicom postpaid 
mobiles for Corporate Customers along with various value added services 
like Enterprise Bulk SMS Services etc. and customized tariff structures 
which have helped the Company expand it‘s corporate customer base. 
 
Distribution 
We use a multi-channel distribution strategy, deployed through a network of 
franchisees, distributors and retailers, to make our products and services 
available to our subscribers. We have strategically aligned our marketing 
initiatives with that of TTSL and certain other Tata group companies to 
target the high-end corporate subscriber segment by providing customized 
integrated telecommunications solutions. The Company has also set its own 
branded retail channel under the brand name ‗True Value Shoppe‘ which has 
helped increasing its reach in the market. The Company also has its own 
branded showrooms ‗True Value Hub‘ which sells all the products and 
services of the Company under the Tata Indicom Brand including Fixed 
Wireless Services, Wired line Services, Mobiles, Internet, Recharge 
Vouchers, Mobile Accessories and Value Added Services. The Company 
currently has 88 True Value Shoppes in the Mumbai Metro Circle and 97 in 
the Maharashtra Circle. The Company also has 3 True Value Hubs in 
Mumbai. We also leverage the retail distribution network of other Tata 
group companies such as retail showrooms, franchisee and retail network 
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and malls belonging to various Tata group companies, to market our 
services. 
 
Commissions 
For our various services, we pay a fixed commission/ margin to our retailers 
and franchisees with graded incentives based on volumes and choice of tariff 
plans. These commissions are however subject to reversal and adjustments 
in the event that the subscriber discontinues with our services within a 
period of six months of activation of services. 
 
Customer Care 
We believe that our business success is closely linked to customer 
satisfaction. We strategically focus on developing strong customer 
relationships and loyalty. Our customer care department redresses customer 
queries in accordance with standardized policies and procedures. We are 
easily accessible to our customers through our call centers, toll-free 
telephone numbers, interactive voice mail system, website, e-mail and 
facsimile. Presently our call centre services have been outsourced to 
Serwizsol Limited, a subsidiary of Tata Sons Limited. We continuously 
evaluate the access mechanisms for improving our response time. We have a 
standardized complaint management system and ensure that our employees 
are given continuous training to ensure satisfactory customer care. 
 
Billing Services 
We bill our customers on a monthly basis and provide our subscribers with a 
range of payment choices for their convenience, including making payment 
through the internet, credit cards, drop boxes and bill junction. We have 
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deployed the Kenan Arbor BP billing system of Lucent for postpaid 
subscribers, which is part of a centralised billing system we share with 
TTSL. The prepaid customers are serviced through our IN system procured 
from Alcatel. 
 
(Source; www.tataindicom.com) 
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3.3. RELIANCE COMMUNICATION  
3.3.1. Introduction 
VISION  
By 2015, be amongst the top 3 most valued Indian companies, providing 
Information, Communication & Entertainment services, and being the 
industry benchmark in Customer Experience, Employee Centricity and 
Innovation. 
MISSION 
Creating world-class benchmarks by: 
 Meeting and exceeding Customer expectations with a segmented 
approach  
 Establishing, re-engineering and automating Processes to make them 
customer centric, efficient and effective  
 Incessant offering of Products and Services that are value for money 
and excite customers  
 Providing a Network experience that is best in the industry  
 Building Reliance into an iconic Brand which is benchmarked by 
others and leads industry in Intention to Purchase and Loyalty  
 Developing a professional Leadership team that inspires, nurtures 
talent and propagates RCOM Values by personal example  
Board of Directors 
Shri Anil D. Ambani 
Regarded  as one of the foremost corporate leaders of contemporary India, 
Shri Anil D. Ambani (50), the Chairman of all listed companies of the 
Reliance ADA Group, namely, Reliance Communications, Reliance Capital, 
Reliance Infrastructure, Reliance Natural Resources and Reliance Power. He 
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is also the President of the Dhirubhai Ambani Institute of Information and 
Communication Technology, Gandhinagar, Gujarat. An MBA from the 
Wharton School of the University of Pennsylvania, Shri Ambani is credited 
with pioneering several path breaking financial innovations in the Indian 
capital markets. He spearheaded the country‘s first forays into overseas 
capital markets with international public offerings of global depositary 
receipts, convertibles and bonds. Under his Chairmanship, the constituent 
companies of the Reliance ADA Group have raised nearly US$ 7 billion 
from global financial markets in a period of less than 3 years. Shri Ambani 
has been associated with a number of prestigious academic institutions in 
india and abroad. He is currently a member of: Wharton Board of Overseers, 
The Wharton School, USA Board of Governors, Indian Institute of 
Management (IIM), AhmedabadExecutive Board, Indian School of Business 
(ISB), Hyderabad. 
In June 2004, Shri Ambani was elected as an Independent member of the 
Rajya Sabha – Upper House, Parliament of India, a position he chose to 
resign voluntarily on 29th March, 2006. 
 
3.3.2. BUSINESS OPERATIONS 
Reliance Communications Limited (―RCOM‖, ―Borrower‖ or the 
―Company‖) is the flagship Company of the Reliance Anil Dhirubhai 
Ambani (―ADA‖) Group. Rated among "Asia's Top 5 Most Valuable 
Telecom Companies", Reliance Communications is India's foremost and 
truly integrated telecommunications service provider. The Company, with a 
customer base of over 65 million including over 1.7 million individual 
overseas retail customers, ranks among the Top 10 Telecom companies in 
the world by number of customers in a single country. RCOM‘s corporate 
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clientele includes 2,100 Indian and multinational corporations, and over 800 
global, regional and domestic carriers. Reliance Communications Limited 
has established a pan-India, next generation, integrated (wireless and 
wireline), convergent (voice, data and video) digital network that is capable 
of supporting best-of-class services spanning the entire communications 
value chain, covering over 20,000 towns and 450,000 villages. Reliance 
Communications owns and operates the world's largest next generation IP 
enabled connectivity infrastructure, comprising over 175,000 kilometers of 
fibre optic cable systems in India, USA, Europe, Middle East and the Asia 
Pacific region. On consolidated basis RCOM‘s operating revenues and net 
profit for the 12 month period ended March 31, 2008 was Rs. 190.7 billion 
(USD 4,765 million) and Rs. 67.9 billion (USD 1,697 million) respectively. 
3 On March 31, 2008, RCOM had a net worth of Rs. 290.3 billion (USD 
7,254 million) and a net debt of Rs. 140.8 billion (USD 3,518 million). 
Reliance communication encompasses a complete range of telecom services 
covering mobile and fixed line telephony. It includes broadband, national 
and international long distance services and data services along with an 
exhaustive range of value-added services and applications. Our constant 
endeavour is to provide an enhanced customer experience and achieve 
customer satisfaction by up scaling the productivity of the enterprises and 
individuals we serve.  
Reliance Mobile (formerly Reliance India Mobile), launched on 28 
December 2002, coinciding with the joyous occasion of the late Dhirubhai 
Ambani‘s 70th birthday, was among the initial initiatives of Reliance 
Communications. It marked the auspicious beginning of Dhirubhai‘s dream 
of ushering in a digital revolution in India. Today, we can proudly claim that 
141 
 
we were instrumental in harnessing the true power of information and 
communication, by bestowing it in the hands of the common man at 
affordable rates.  
We endeavor to further extend our efforts beyond the traditional value chain 
by developing and deploying complete telecom solutions for the entire 
spectrum of society 
 
Wireless Reliance Mobile 
With over 100 million subscribers across India, Reliance Mobile is India‘s 
largest mobile service brand. Reliance Mobile services now cover over 
24,000 towns, 6 lakh villages, and still continuing. 
We have achieved many milestones in this short journey. In 2003, AC 
Nielsen voted Reliance Mobile (formerly Reliance India Mobile) as India‘s 
Most Trusted Telecom Brand. In July 2003, it created a world record by 
adding one million subscribers in a matter of just 10 days through its 
‗Monsoon Hungama‘ offer. 
What sets Reliance Mobile apart is the fact that nearly 90 per cent of our 
handsets are data-enabled, and can access hundreds of Java applications on 
Reliance Mobile World.Reliance Mobile has ushered in a mobile revolution 
by offering advanced multimedia handsets to the common man at very 
affordable rates. This innovative low pricing has increased the number of 
mobile phone users and its result is clearly reflected in the meteoric rise in 
India‘s tele-density over the past four years. 
Our pan-India wireless network runs on CDMA2000 1x technology, which 
has superior voice and data capabilities compared to other cellular mobile 
technologies. CDMA2000 1x is more cost-effective as it utilises the scarce 
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radio spectrum more efficiently than other technologies do. Enhanced voice 
clarity, superior data speed of up to 144 kbps and seamless migration to 
newer generations of mobile technologies are some of its key differentiators. 
R World 
The R World suite of Reliance Mobile is a unique Java-based application. Its 
uniqueness lies in the fact that it enables complex Internet application to be 
introduced in mobile phones effectively and quickly. R World receives over 
1.5 billion page views per month from Reliance Mobile users. 
R World offers a wide array of applications that include hourly news 
updates, high quality headline video clips, downloadable multi-lingual ring 
tones, seasonal updates including festival specials, city and TV specials, 
exam results, astrology, mobile banking, bill payment. 
With over 150 data applications offering varied services - unique to any 
wireless service in India - R World is truly a treasure house of knowledge, 
information, entertainment and commerce. 
Corporate Governance 
Organisations, like individuals, depend for their survival, sustenance and 
growth on the support and goodwill of the communities of which they are an 
integral part, and must pay back this generosity in every way they can...  
his ethical standpoint, derived from the vision of our founder, lies at the 
heart of the CSR philosophy of the Reliance – ADA Group. 
While we strongly believe that our primary obligation or duty as corporate 
entities is to our shareholders – we are just as mindful of the fact that this 
imperative does not exist in isolation; it is part of a much larger compact 
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which we have with our entire body of stakeholders: From employees, 
customers and vendors to business partners, eco-system, local communities, 
and society at large.We evaluate and assess each critical business decision or 
choice from the point of view of diverse stakeholder interest, driven by the 
need to minimise risk and to pro-actively address long-term social, economic 
and environmental costs and concerns.  
For us, being socially responsible is not an occasional act of charity or that 
one-time token financial contribution to the local school, hospital or 
environmental NGO. It is an ongoing year-round commitment, which is 
integrated into the very core of our business objectives and strategy.  
Reliance – ADAG continually reviews corporate governance best practices 
to ensure that they reflect global developments. It takes feedback into 
account, in its periodic reviews of the guidelines to ensure their continuing 
relevance, effectiveness and responsiveness to the needs of local and 
international investors and other stakeholders. 
Our codes of conduct and business policies encompass the following areas: 
 Values and commitments 
 Code of ethics 
 Business policies 
 Ethics management 
 Prevention of sexual harassment 
 Policy on insider trading 
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3.3.3. BUSINESS ACTIVITY OF THE COMPANY 
 
Market leadership position 
RCOM is among the top two providers of wireless communication services 
in India with a subscriber base of more than 65 million wireless subscribers. 
RCOM is second largest seller of mobile handsets/devices in the country, 
and the largest service provider engaged in this activity. Due to its unique 
strength in high speed wireless data transmission, RCOM has 65% market 
share of the data card and USB modem market for laptops and PCs. In 
addition, RCOM is the largest PCO operator in the private sector with over 
50% market share. RCOM has achieved this leadership status in the Indian 
telecom market within 4 years of the commercial national commercial 
launch of its CDMA based services. The Company has the distinction of 
being EBITDA positive since the first year of its operations. This rapid 
build-up of the subscriber base has been achieved by leveraging the telecom 
network and national retail presence through nearly 2,000 exclusive 
Reliance World and Reliance Express stores with a presence in over 700 
Indian cities. Together with preferred retailers, RCOM has a branded retail 
presence in over 1,300 towns. Apart from the growth witnessed in the 
wireless telecom market, RCOM is increasing its presence in the broadband 
segment too. The enterprise broadband services were launched in the first 
half of 2005, focusing on the top 40 cities of India. RCOM has leveraged its 
existing metro fibre optic network to connect with customers in select 
buildings. As on 31 March 2008, 787,567 buildings are directly connected 
and 1,031,000 access lines had been activated. RCOM has established an 
enterprise customer base that includes 850 of the top Indian enterprise and 
MNCs, rapidly expanding its customer in the SME segment too. RCOM is 
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the market leader in the IDC services (Reliance Data Centre) with over 62% 
market share and has an enterprise customer base that includes 800 of the 
top 1,000 Indian enterprises and MNCs. RCOM is also the leading provider 
of MPLS-VPN and Centrex solutions. RCOM entered the long distance 
market in India in mid 2003 and has become the largest carrier of 
international voice minutes, with a market share of 35% for International 
Long Distance (―ILD‖) wholesale inbound traffic. In addition to this RCOM 
has over 1.5 million customers for the Reliance India Call service which 
accounts for 40% of the total retail market calls made from the United States 
to India. 
Largest Capacity and Superior Network in India 
Company will soon be present in over 23,000 towns though its CDMA 
network and over 8,000 towns through GSM network. RCOM‘s network 
will also cover over 600,000 villages and address 90% of India‘s population. 
RCOM has also commenced setting up of GSM network in the 14 additional 
circles where it has received requisite Government approvals and spectrum 
to roll-out GSM. RCOM‘s national inter-city long distance network is the 
largest next generation network in India, with over 110,000 route kilometers 
of ducted fibre optic cables, which is being further expanded to 135,000 
route kilometers. RCOM has a totally unique asset in over 25,000 route 
kilometers of ducted fibre optic cables installed in the leading cities in India. 
The entire inter-city and metro fibre optic backbone network is deployed in a 
ring and meshes architecture and is MPLS enabled. The Reliance Data 
Network has over 180 MPLS integrated network nodes. 4 CDMA is a spread 
spectrum technology where the information at a standard rate of 9.6 Kbits 
per second is spread on 1.23 MHz bandwidth. RCOM‘s network can support 
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2.3 times more simultaneous calls per MHz as compared to that of other 
GSM operators. 
 
Integrated telecom approach 
The next generation telecom network, capable of supporting voice and data, 
is being leveraged by RCOM to offer a full suite of telecommunications 
services ranging from wireless to wireline including voice, data and 
broadband. The guiding strategy followed by RCOM in the network design 
and implementation has been the ―follow-the-demand‖ principle. The 
superior and extensive telecom network is the basis for (i) an integrated 
telecom approach providing a full suite of telecommunications services 
ranging from wireless to wireline including voice, data and broadband; (ii) 
providing affordable and high quality services based on technological 
leadership; and (iii) enabling the RCOM Group to offer innovative 
communications products and services catering to evolving customer needs. 
 
Recent Developments 
On January 11, 2008, the Company received start-up spectrum to launch 
nationwide GSM services under its existing Unified Access Service License 
(UASL). RCOM has been granted GSM spectrum in 14 service areas. The 
DOT had also made necessary amendments to Unified Access Service 
Licenses (UASL) of Reliance Telecom Limited (RTL), wholly owned 
subsidiary of the RCOM, to enable RTL to offer CDMA services in Assam 
and North East Service Area in addition to existing GSM services and made 
allotment of start up spectrum to RTL for providing CDMA services in 
Assam and North East. RCOM is planning to participate in the upcoming 3G 
auction and would like to bid for nationwide 3G frequencies. RCOM expects 
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the auction price to be in a range upwards of USD 1 billion for a nationwide 
licence. RCOM believes that with implementation of MNP; 3G will act as a 
key differentiator to attract high-end customers to its newly launched 
nationwide GSM operations. RCOM has planned a suite of high end 
applications such as video telephony which are expected to be highly 
attractive to high-end 3G customers. Also, India is a low broadband 
penetration market with high growth potential. 3G data card services will be 
able to bridge the supply gap currently limited due to low fixed-line 
penetration in the country. 
RCOM has announced launch of pan India GSM services on December 30, 
2008. RCOM believes that with a nationwide GSM network complementing 
its existing nationwide CDMA network it will be able to achieve No. 1 
leadership position in the wireless space in India. With a nationwide GSM 
network, RCOM will be able to share growth opportunities in India‘s GSM 
market, which constitutes 80% of the Mobility market and which has a very 
high churn rate. RCOM will be able to expand its market share in segments 
which are high VAS users ( such as youth)and which are today mostly using 
GSM technology because of highly developed eco-system of GSM handsets 
in the country. This coupled with the existing leadership position in 
enterprise and NLD/ILD business, RCOM has the potential to become the 
undisputed leader in the Indian telecommunication sector. RCOM has also 
started upgrading its existing CDMA 1x network with EVDO technology at 
selective locations in the top 250 cities across India. RCOM believes that 
CDMA provides an edge in wireless data transfer and can be a very cost 
effective solution for high data ARPU customers. RCOM is already the 
leader in the wireless data card business in India through its CDMA 1x data 
cards; EVDO will strengthen this leadership further by providing consumers 
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with much greater speed and superior SLAs. On January 31, 2009, the Board 
of Directors of Reliance Communications Limited had approved a Scheme 
for consolidation of Optic Fiber Division of the Company to Reliance 
Infratel Limited, a 5 subsidiary of the Company. Transfer of Optic Fiber 
division Assets from RCOM to Reliance Infratel will be through a Court 
approved Scheme of Arrangement at fair value. No additional equity shares 
are to be issued and no change is proposed in the capital structure of the 
Company in terms of said Scheme. 
Main Object of the Company 
The main objects of the Company are: 
1. To carry on and undertake the business of finance, investment, loan and 
guarantee company and to invest in acquire, subscribe, purchase, hold, sell, 
divest or otherwise deal in securities, shares, stocks, equity linked securities, 
debentures, debenture stock, bonds, commercial papers, acknowledgements, 
deposits, notes, obligations, futures, calls, derivatives, currencies and 
securities of any kind whatsoever, whether issued or guaranteed by any 
person, company, firm, body, trust, entity, government, state, dominion 
sovereign, ruler, commissioner, public body or authority, supreme, 
municipal, local or otherwise, whether in India or abroad. The Company will 
not carry on any activity as per Section 45 1A of RBI Act, 1934.  
2. To carry on and undertake the business of financial services like financial 
restructuring / reorganization, investment counseling, portfolio management 
and all activities and facilities of every description including all those 
capable of being provided by bankers, stockbrokers, merchant bankers, 
investment bankers, portfolio managers, trustees, agents, advisors, 
consultants, providing other financial or related services and to carry on the 
activities of hire-purchase, leasing and to finance lease operations of all 
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kinds, purchasing, selling, hiring or letting on hire all kinds of plant and 
machinery and equipment and to assist in financing of all and every kind and 
description of hirepurchase or deferred payment or similar transactions and 
to subsidize, finance or assist in subsidizing or financing the sale and 
maintenance of any goods, articles or commodities of all and every kind and 
description upon any terms whatsoever and to purchase or otherwise deal in 
all forms of movable property including plant and machinery, equipments, 
ships, aircrafts, automobiles, computers, and all consumer, commercial, 
medical and industrial items with or without security and to lease or 
otherwise deal with them including resale thereof, regardless of whether the 
property purchased and leased is new and/or used and from India or abroad.  
3. To carry on and undertake the business of acting as agent of any person, 
public or private sector enterprises, financial institutions, banks, central 
government and state governments and to do financial research, design and 
preparation of feasibility study reports, project reports and appraisal report in 
India and abroad. 
4. To carry on, manage, supervise and control the business of 
telecommunication, infrastructure, telecommunication system, 
telecommunication network, and telecommunication services of all kinds 
including and not limited to setting up telephone exchange, coaxial stations, 
telecommunication lines and cables of every form and description, 
transmission, emission, reception through various forms, maintaining and 
operating all types of telecommunication service and providing data 
programmes and data bases for telecommunication. 
 
(Source; www.rcom.co.in) 
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3.4. BHARTI AIRTEL LIMITED 
 
3.4.1. INTRODUCTION 
Bharti Airtel is a provider of telecommunications services. The businesses at 
Bharti Airtel have been structured into three individual strategic business 
units (SBU‘s) - mobile services, broadband & telephone services (B&T) & 
enterprise services. The company's mobile services include pre-paid and 
post-paid tariffs, value-added services, roaming services, Blackberry 
services, and business solutions. These services are provided under the 
Airtel brand. The company's broadband and telephone services include those 
for both residential and business customers. Services comprise DSL Internet 
access and fixed line telephony. These services are provided under the Airtel 
Broadband brand. The company's enterprise services include voice services, 
mobile services, satellite services, managed data and Internet services, 
managed e-Business services, and managed customized integrated solutions. 
The company serves over 37 million mobile customers and around one 
million broadband and telephony customers. 
 
3.4.2. GROWTH AND DEVELOPMENT 
 
Bharti Airtel was established as Bharti Tele-Ventures, in 1995.The company 
offered its initial public offering in 2002.During 2004, the company delisted 
its shares from the Delhi Stock Exchange. It continued to trade on the 
National Stock Exchange and the Mumbai Stock Exchange. Vodafone 
acquired a 10% stake in Bharti Tele-Ventures for around $1.5 billion, in 
2005.Bharti Tele-Ventures renamed itself to Bharti Airtel Limited, in 
2006.In September 2007, the company signed a managed networks deal for 
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its Sri Lanka operations with Huawei Technologies Company, a leader in 
providing next generation telecommunications network solutions for 
operators around the world. In October 2007, Bharti Airtel and Indian 
Institute of Technology (IIT) Delhi announced their plans to establish the 
Bharti-IIT Delhi Telecom Centre of Excellence. Bharti Infratel, a subsidiary 
of the company announced plans to partner with Vodafone Essar and Idea 
Cellular to form Indus Towers, an independent tower company to provide 
passive infrastructure services in India, in December 2007.The company and 
the All India Football Federation (AIFF), the official governing body in 
India for football, signed an MoU to create a comprehensive programme for 
the development and globalisation of Indian football, in January 2008. 
Bharti Airtel along with eight companies of the global telecommunications 
industry signed a formal Construction and Maintenance Agreement in Rome 
today to build a high-capacity fiber-optic submarine cable that stretches 
from India to France via the Middle East, in February 2008. In the same 
month, the company along with five international companies executed an 
agreement to build a high-bandwidth undersea fiber-optic cable linking Asia 
and the US. In March 2008, the company launched Airtel Call Home service 
for calls made from US to India. In the same month, Guernsey Airtel, a 
subsidiary of the Bharti Group, launched its mobile services in Guernsey 
(Channel Islands, Europe). The company offered products and services 
under the Airtel-Vodafone brand to customers on the Island. 
Also in the same month, Airtel Telemedia Services, a private broadband and 
telephone service provider, launched airtellive.com, an all-in-one internet 
portal for Airtel Customers. 
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3.4.3MANAGEMENT GROUP  
 
Sunil Bharti Mittal , Chairman and Managing Director,Since: 
2001,Age: 49 
Mr. Sunil Bharti Mittal is the Founder, and has been the Chairman and 
Managing Director at Bharti Airtel since 2001, and a Director since 1995. 
He started his first business in 1976, with a capital investment of Rs 20,000. 
Mr. Sunil Bharti Mittal initially founded a number of trading concerns, and 
established the first company to manufacture push button telephones in 
India. Apart from his role at Bharti, he is also a member of the Prime 
Minister‘s Council on Trade and Industry. Mr. Sunil Bharti Mittal is the 
Vice President of Confederation of Indian Industry (CII) and serves on 
several Boards 
including the Board of Standard Chartered PLC, the International Advisory 
Board of the Center for the Advanced Study of India (CASI); University of 
Pennsylvania, Harvard Business School India Advisory Board, International 
Business Council of the World Economic Forum, Global GSM Association, 
Indo-British Partnership (IBP), Singapore-India Partnership Foundation, the 
Indian Institute of Management, Lucknow, and the Indian Institute of 
Technology, Mumbai. Mr. Sunil Bharti Mittal has also been conferred the 
degree of Doctor of Science (Honoris Causa) by the G.B. Pant University of 
Agriculture & Technology, and is an Honorary Fellow of The Institution of 
Electronics and Telecommunication Engineers (IETE) of India. He is an 
Honorary Consul General of the Republic of Seychelles in New Delhi, India 
and a Trustee of Bharti Foundation. 
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3.4.4. AREA OF OPERATION 
PRODUCTS & SERVICES 
The businesses at Bharti Airtel have been structured into three individual 
strategic business units (SBU‘s) - mobile services, broadband & telephone 
services (B&T) & enterprise services. The mobile services group provides 
GSM mobile services across India in 23 telecom circles, while the B&T 
business group provides broadband & telephone services in 90 cities. The 
Enterprise services group has two sub-units - carriers (long distance 
services) and services to corporate. All these services are provided under the 
Airtel brand. Its include ; 
Voice Services 
 Mobile Services 
 Satellite Services 
 Managed Data & Internet Services 
 Managed e-Business Services 
Voice Services 
Bharti Airtel became the first private fixed-line service provider in India. It 
is now promoted under the Airtel brand. Recently, the Government opened 
the fixed-line industry to unlimited competition. Airtel has subsequently 
started providing fixed-line services in the four circles of Delhi, Haryana, 
Madhya Pradesh, Karnataka, Tamil Nadu & UP (West). Airtel   Enterprise   
Services   believes   that   these   circles   have   high telecommunications 
potential, especially for carrying Voice & Data traffic. These circles were 
strategically selected so as to provide synergies with Airtel‘s long distance 
network and Airtel‘s extensive mobile network.Airtel Enterprise Services, 
India's premium telecommunication service, brings to you a whole new 
experience in telephony. From integrated telephone services for Enterprises 
154 
 
and small business enterprises to user-friendly plans for Broadband Internet 
Services (DSL), we bring innovative, cost-effective, comprehensive and 
multi-product solutions to cater to all your telecom and data needs. 
 
Voice - Product Portfolio 
Airtel Enterprise Services telephone services go beyond basic telephony to 
offer our users a whole host of Value Added Services as well as premium 
add-ons. Each telephone connection from Airtel Enterprise Services is 
backed by a superior fiber-optic backbone for enhanced reliability and 
quality telephony. Few of the Value Added Services offered are Calling Line 
Identification, Three Party Conferencing, Dynamic Lock, Hunting Numbers, 
and Parallel Ringing etc.Airtel Enterprise Services Voice Services provide 
Free Dial-up Internet access that is  bundled  along with  your  Telephone 
connection  from Airtel.  It‘s  fast, reliable and gives you unlimited Internet 
access. 
Mobile Services 
Airtel‘s mobile footprint extends across the country in 21 telecom circles. Its 
service standards compare with the very best in the world. In fact, that‘s how 
Bharti has managed to win the trust of millions of customers and makes it 
one of the top 5 operators in the world, in terms of service and subscriber 
base. The company has several Firsts to its credit: The First to launch full 
roaming service on pre-paid in the country. The First to launch 32K SIM 
cards. The First in Asia to deploy the multi band feature in a wireless 
network for efficient usage of spectrum. The  First   to  deploy  Voice   
Quality  Enhancers   to   improve  voice   quality  and acoustics. The   First   
telecom   company   in   the   world   to   receive   the   ISO   9001:2000 
certification from British Standards Institute. 
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Satellite Services     
Airtel Enterprise Services provides you connectivity where ever you take 
your business   Our   Satellite   Services   bring   you   the   benefits   of   
access   in   remote locations. Airtel Enterprise Services is a leading provider 
of broadband IP satellite services and DAMA/PAMA services in India. Our 
solutions support audio, video and voice applications on demand.Satellite 
Services include : PAMA/DAMA, BIT – Internet, VPN,Satellite based 
IPLCs for redundancy reasons 
 
Managed Data & Internet Services 
Airtel Enterprise Services brings you a comprehensive suite of data 
technologies. So we are able to support all types of networks and ensure our 
customers can migrate their network to the future seamlessly. Our Managed 
Data & Internet services make our customers future proof. 
Managed Data & Internet Services include : 
MPLS, ATM, FR, Internet, IPLC 
Leased Lines, Customised Solutions, International Managed Services 
Metro Ethernet. 
Managed e-Business Services   
Airtel   Enterprise   Services   offers   an   internationally   benchmarked,   
carrier   class hosting, storage and business continuity services. A range of 
services that help to keep your business running the way you want- 24x7. 
Thanks to our world-class high tech Data Centers .Managed e-Business 
Services include : Co-lo: Dedicated and Shared,  BCRS Services,  Web 
hosting 
 
(Source; www.airtel.in) 
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3.5. VODAFONE LIMITED 
 
3.5.1. Introduction 
MISSION 
“We will be the communications leader in an increasingly connected 
world.” 
Future Vision: 
The future is unfolding around us. Over the next decade we will be able to 
see all sorts of differences that we can barely imagine today.   
In the Vodafone Future Vision Website you can explore what we think that 
future might look like, experience some of the changes we believe will 
happen, and tell us what you think of them.  
Vodafone is working hard to mobilize tomorrow's world, but we need your 
input. You are our partners in innovation; helping to shape a future that 
offers the mobile services we want, and brings us closer to the people we 
care about, wherever they are in the world. Together we can build a future 
that turns this vision into reality. 
Vodafone Group Plc is the world's leading mobile telecommunications 
company, with a significant presence in Europe, the Middle East, Africa, 
Asia Pacific and the United States through the Company's subsidiary 
undertakings, joint ventures, associated undertakings and investments. 
The Group's mobile subsidiaries operate under the brand name 'Vodafone'. 
In the United States the Group's associated undertaking operates as Verizon 
Wireless. During the last two financial years, the Group has also entered into 
arrangements with network operators in countries where the Group does not 
hold an equity stake. Under the terms of these Partner Network Agreements, 
the Group and its partner networks co-operate in the development and 
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marketing of global services under dual brand logos. At 31 March 2008, 
based on the registered customers of mobile telecommunications ventures in 
which it had ownership interests at that date, the Group had 260 million 
customers, excluding paging customers, calculated on a proportionate basis 
in accordance with the Company's percentage interest in these ventures. 
The Company's ordinary shares are listed on the London Stock Exchange 
and the Company's American Depositary Shares ('ADSs') are listed on the 
New York Stock Exchange. The Company had a total market capitalisation 
of approximately £99 billion at 31 December 2007.Vodafone Group Plc is a 
public limited company incorporated in England under registered number 
1833679. Its registered office is Vodafone House, The Connection, 
Newbury, Berkshire, RG14 2FN, England. 
Vodafone itself was formed in 1982 as a joint venture between Racal 
Electronics plc's  subsidiary  Racal  Strategic  Radio  Ltd  (who  won  one  of  
two  UK  cellular telephone  network  licenses)  along  with  Millicom  and  
the  Hambros  Technology Trust.  In  this  arrangement  Racal  owned  80%,  
Millicom  15%  and  Hambros  5%. 
The  network  was  known  as  Racal  Vodafone,  with  the  Vodafone  name  
being derived from the firm's goal of establishing a voice and data services 
over cellular telecommunication  networks.  Hence VO represented voice 
and DA symbolized data yielding the name Vodafone. Vodafone  was  
launched  on  1  January  1985  and  later  that  year  Racal  Strategic Radio  
was  renamed  Racal  Telecommunications  Group  Limited  in  1985.  A  
year later,  on  29  December  1986  Racal  Electronics  bought  out  the  
minority shareholders  of  Vodafone  for  GB£110  million.  In  September  
1988  the  company was  again  renamed  Racal  Telecom  and  on  26  
October  1988  Racal  Electronics floated 20% of the company — a flotation 
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that valued Racal Telecom at GB£1.7 billion.  On  16  September  1991  
Racal  Telecom  was  demerged  from  Racal Electronics as Vodafone Group 
and the mobile telephony giant was born. During  the  mix  1990s  Vodafone  
began  to  consolidate  itself  on  the  British  high-street.  In  July  1996  
Vodafone  acquired  the  two  thirds  of  Talk land  it  did  not already  own  
for  £30.6  million.  On  19  November  1996,  in  a  defensive  move, 
Vodafone  purchased  Peoples  Phone  for  £77  million,  a  181  store  chain  
whose customers were overwhelmingly using Vodafone's network. In a 
similar move the company  acquired  the  80%  of  Astec  Communications  
that  it  did  not  own,  a service provider with 21 stores. This made 
Vodafone a very visible presence on the  British  high  street  and  
significantly  increased  the  company's  share  of  UK mobile customers.  
 
VODAFONE – INDIA  
Vodafone Essar started its operations in India in 1994 and is under the 
Vodafone Group.  The  company  Vodafone  Essar  Limited  has  become  
one  of  the  leading companies in the telecom sector in India due to its high 
standard of services that it provides to its customers. The company 
Vodafone Essar has its operations in 16  telecom  circles  of  the  country,  
which  covers  around  86%  of  the  customer mobile  base  in  India.  The  
company  offers  both  postpaid  and  prepaid  GSM cellular  mobile  
coverage  all  across  India  and  its  hold  is  especially  strong  in  the 
metropolitan cities. The company Vodafone Essar Limited provides services 
like 2G,  which  are  based  on  1800Mhz  and  900Mhz  GSM  digital  
technology.  The company Vodafone Essar also offers voice and data 
services.  
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OWNERSHIP  
Vodafone Essar is owned by Vodafone 52%, Essar Group,33% and other 
Indian nationals, 15%. On  February  11,  2007,  Vodafone  agreed  to  
acquire  the  controlling  interest  of 67%  held  by  Li  Ka  Shing  Holdings  
in  Hutch-Essar  for  US$11.1  billion,  pepping Reliance Communications, 
Hinduja Group, and Essar Group, which is the owner of the  remaining  
33%. The  whole company  was valued  at  USD  18.8  billion.[2] . The  
transaction  closed  on  May  8,  2007.In  December  2006,  Hutch  Essar  re-
launched the "Hutch" brand nationwide, consolidating its services under a 
single identity.  The  Company  entered  into  agreement  with  NTT  
DoCoMo  to  launch  i-mode  mobile  Internet  service  in  India  during  
2007.The  company  used  to  be named  Hutchison  Essar,  reflecting  the  
name  of  its  previous  owner,  Hutchison. However,  the  brand  was  
marketed  as  Hutch.  After  getting  the  necessary government  approvals  
with  regards  to  the  acquisition  of  a  majority  by  the Vodafone  Group,  
the  company  was  rebranded  as  Vodafone  Essar.  The marketing  brand  
was  officially  changed  to  Vodafone  on  20  September  2007.On 
September  20,  2007  Hutch  becomes  Vodafone  in  one  of  the  biggest  
brand transition  exercises  in  recent  times. Vodafone  Essar  is  spending  
somewhere  in the  region  of  Rs  250 crores  on  this  high-profile  
transition  being  unveiled today.Along  with  the  transition,  cheap  cell  
phones  have  been  launched  in  the Indian market under the Vodafone 
brand. The company also plans to launch co-branded handsets sourced from 
global vendors as well. A popular daily quoted a Vodafone  Essar  director  
as  saying  that  "the  objective  is  to  leverage  Vodafone Group's  global  
scale  in  bringing  millions  of  low-cost  handsets  from  across-the-world 
into India. 
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3.5.2 GROWTH AND DEVELOPMENT 
 
Vodafone Group (British) is  one  of  the  rare  groups  that  have  significant  
world  coverage  in  the telecommunications  field.  It  principally  
specializes  in  the  mobile  telephony  and telephonic  transmission  network  
sectors.  It  has  subsidiaries  in  numerous countries:  In  North  and  South  
America,  Asia,  Oceania  and  Africa. Better known by its former name, 
Vodafone Air Touch, it has become the leading mobile phone operator  in  
Germany,  Britain  and  the  USA  (Verizon  Wireless).  And  there  are  a 
whole  series  of  holdings:  SFR,  Swiss  Mobile,  Vodafone  K.K.  (Japan), 
100% of Vodafone Ireland, 100% of  Vodafone Spain and 99 of Vodafone 
Netherlands etc.  
The  group  offers  services  from  mobile  phones  to  customized  
communication services  (call  management,  message  services)  and  
supplies  data  management equipment:  Internet,  Modems,  fax,  directories  
and  telemetric  servers.  Vodafone Group Plc (Vodafone) is engaged in 
providing service, such as voice, messaging, data and fixed line and others. 
Voice  services include  provision  of  mobile  voice communications.  
Messaging include text, picture and video messaging using mobile devices. 
Date services provide e-mail, mobile connectivity and Internet on Your 
mobile. Fixed lines provide customers with fixed broadband and fixed voice 
and date solutions.  Other  services  include  mobile  advertising  and  
business managed  services,  as  well  as  incoming  roaming  and  wholesale  
mobile  virtual network  operators.  On  December  30,  2008,  Vodacom  
Group  (Pty)  Limited (Vodacom)  acquired  the  carrier  services  and  
business  network  solutions subsidiaries  of  Gateway  Telecommunications  
SA  (Pty)  Ltd.  In  January  2009, Verizon  Wireless  completed  its  
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purchase  of  Alltel  Corporation  from  Atlantis Holdings LLC. On April 20, 
2009, the Company acquired an additional 15% stake in  Vodacom.  On  
May  18,  2009,  Vodacom  became  a  subsidiary  of  the Company.The 
Vodafone  Group is the mobile telecommunications  company  with the most 
significant presence around the world. It has over 303 million customers 
calculated on a proportionate basis in 31 countries and the brand is present in 
a further 40 countries through partnership networks.  In  an  increasingly  
connected world, we intend to be a global communications operator capable 
of responding to  all  our  customers‘  needs,  whether  it‘s  using  a  mobile,  
a  fixed  line  or broadband,  building  on  the  know-how  and  experience  
that  we  have  acquired  in the mobile sector. Through our services, 
customers are able to lead fuller lives at home or at work, benefiting from 
irresistible, innovative mobile communications, mobile-PC convergence and 
fixed communications services. We  are  committed to making it possible for 
our customers to use the services they are used to, no matter  how  they  
access  them  and  with  a  simple  and  transparent  usage experience.  We  
are  in  the  forefront  of  the  definition  of  mobile  voice  and  data services  
throughout  the  world  and  are  constantly  exploiting  new  technologies.  
We also  differentiate  ourselves  in  terms  of  our  prices  by  offering  
customers  the most transparent  and  competitive price  plans in the market. 
With roaming calls, for example, we pass on to the customer the advantages 
of being part of a global operator.  The  Group's  principal  activity  is  
providing  voice  and  data communications services. Through its mobile 
businesses, the Group  provides a range of mobile communications services 
including voice, text messages, picture messages  and  other  datas.  The  
Group  is  also  focusing  on  developing  total communications  solutions  
for  customers  broadband  connectivity.  The  Group operates  in  Europe,  
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the  Middle  East,  Africa,  Asia,  Pacific  &  the  United  States. Vodafone 
Group is a mobile tele-communications company. The company has a 
significant  presence  in  Europe,  the  Middle  East,  Africa,  Asia  Pacific  
and  the United States. In the United States the Group‘s associated 
undertaking operates as Verizon Wireless.  
The  name  Vodafone  comes  from  Voice  datafone,  chosen  by  the  
company  to "reflect  the  provision  of  voice  and  data  services  over  
mobile  phones."[2]As  of 2009 Vodafone had an estimated 303 million 
customers in 25 markets across 5 continents.[3] On this measure, it is the 
second largest mobile telecom group in the  world  behind  China  Mobile. 
In  the  United  States,  Vodafone  owns  45%  of Verizon Wireless, the 
largest wireless telecommunications network in the United States, based on 
number of subscribers.  
Global  Enterprise  is  a  business  set  up  by  Vodafone  with  the  sole  
purpose  of handling Vodafone's multinational clients. It is the high end 
business to business section  of  Vodafone  group,  and  acts  like  an  
operating  country  (such  as  for example Vodafone UK). Devices and 
services available in any operating country, are  available  to  Global  
Enterprise  customers  in  the  same  country,  and  so Vodafone Global 
Enterprise are able to offer a wide range of products. Vodafone Global  
Enterprise  have  a  presence  in  over  65  countries  and  this  number  is 
expected  to  grow  in  future,  as  with  the  recent  acquisition  of  Ghana  
Telecom.  
Since its foundation in 2007, Global Enterprise has aimed to be a world 
leader in managed mobility services.  Vodafone  Global  Enterprise  are  
headquartered  in Newbury,  but  do  have  operatives  around  the  world;  
while  many  of  Vodafone's marketing  employees  are  relocated  to  
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London,  Global  Enterprise'  team  will remain  in  Newbury. Nick  Jeffery  
leads  Vodafone  Global  Enterprise.  He  led  the creation  of  Vodafone  
Global  Enterprise  in  2007  and  continues  to  define  the strategy and 
operational execution for Vodafone's relationship with multi-national 
corporate  customers.  Global  Enterprise  have  a  dedicated  group  of  
account managers,  at  both  global  and  national  levels,  who  look  after  
customers  needs, and  are  supported  by  pre-sales  and  technical  
consultancy  teams. Products  and Services  include  Enterprise  Central,  
Telecoms  Management,  Global  Device Portfolio  and  Managed  Mobility  
Services.  In  2009  Vodafone  Global  Enterprise was  the  winner  of  Best  
Mobile  Enterprise  Service  at  the  GSMA  Global  Mobile Awards 2009. 
 
3.5.3. MANAGEMENT GROUP 
  
Our Vision and Values guide the way we act. Our Vision is to be the world‘s 
mobile communication leader – enriching customers‘ lives, helping 
individuals, businesses and communities be more connected in a mobile 
world. Our Values are about how we feel – in other words the Passions that 
make us the company we are. 
One of our four corporate Values is 'Passion for the world around us': 
"We will help the people of the world to have fuller lives - both through the 
services we provide and through the impact we have on the world around 
us."At the start of 2002, we introduced a set of ten Business Principles to 
make our Vision and Values happen. These define our relationships with all 
our stakeholders and govern how Vodafone conducts its day-to-day 
business.Our Business Principles apply to all Vodafone operating companies 
(majority owned businesses). We also promote the Principles to our 
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associate companies (where Vodafone holds a minority stake) and business 
partners. Chief Executives are responsible for ensuring application of the 
Principles within their business. 
Every employee is expected to act in accordance with the Business 
Principles. If employees have concerns about the application of the 
Principles, they can ask their local human resources managers for further 
advice, or contact the Group Human Resources Director or the Group Audit 
Director. We are incorporating training on our business principles into our 
employee induction process. 
Sir John Bond - Chairman of Vodafone Group Plc on 25 July 2006 having 
previously served as a Non-Executive Director.  
Vittorio Colao - Chief Executive of Vodafone Group Plc on 29 July 2008, 
having previously served as a Board Director.  
 
VODAFONE PEOPLE 
 
We rely on our people – their enthusiasm, their talent, their commitment – to 
maintain and build on the success of our business, even more so in today‘s 
competitive market. We depend on our people to deliver excellent service to 
our customers. We believe that the better experience our people have at 
Vodafone, the better service they will give our customers. 
Vodafone Group employs approximately 71,000 people around the world. 
We want to enhance our reputation as an employer that provides excellent 
development opportunities, equipping employees with the skills and 
experience they need to help Vodafone compete successfully.We aim to 
ensure that all our working environments are inclusive, safe, promote 
wellbeing, treat people with respect, engage employees, and offer attractive 
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incentives opportunities. 
  
LEARNING AND DEVELOPMENT 
We provide training for our employees to develop new skills and 
opportunities to gain new experiences. This helps them reach their full 
potential and benefits our business. 
 
ONLINE TRAINING 
We have a catalogue of more than 70 online training courses on a wide 
range of subjects related to specific aspects of the business or key skill sets. 
These include: Communicating for impact – business writing, giving 
presentations, managing  meetings,  negotiation skills. 
Putting customers first .Delivering results – budgets, objectives, project 
management. Making a personal difference – self-development, mentoring 
and time management. Managing a changing environment – decision 
making and problem solving. Performing through our people – delegation, 
team building, leadership, facilitation. IT – how to use specific computer 
programmes. 
We are integrating corporate responsibility into our training programmes and 
induction courses. Online courses include related subjects such as anti-
corruption and privacy training. We also use online webinars (web seminars) 
and wikis to inform employees about key business strategies, embedding our 
commitment to total communications. 
 
BENEFITS 
Each of our local operating companies offers a competitive range of benefits 
for employees. The benefits packages offered are determined by local 
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legislative and tax requirements and industry benchmarks. Depending on the 
location, we offer benefits such as life assurance, accident insurance, private 
medical insurance, subsidized mobile phones, and service and retirement 
benefits. Retirement benefits are provided through a variety of arrangements, 
including defined  benefit and defined contribution schemes. These vary 
depending on the conditions and practices in the countries concerned such as 
local market practice, taxation, legislation and the quality of the state‘s 
pension. 
  
3.5.4. AREA OF OPRERATION 
 
Vodafone At Home 
Vodafone At Home includes a number of offers designed to meet all your 
home communications needs through a single device, now available in most 
European markets. With zonal tariffs, you can make reduced rate calls 
within your home area to fixed numbers and defined mobile Networks, 
offering the value of a fixed line with the freedom of a mobile. You can also 
take out a subscription for unlimited calling to fixed line numbers from your 
mobile, reducing the need for fixed line devices and allowing cheaper calls 
when on the move. 
 
Quick Stats: 
Vodafone Office is the umbrella name for a series of products and services 
designed to meet all our business customers‘ communications needs. With 
Vodafone Wireless Office, companies can transfer voice minutes from a 
fixed line to the mobile network, reducing the need for fixed desk phones. 
Existing fixed line and extension numbers can be assigned so that all calls 
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are easily transferred to your mobile.   
A closed user group tariff is available allowing employees to call each other 
for a flat monthly fee. In Germany, Spain, Greece, Italy and Portugal, 
location based zonal tariffs allow preferential rates when calling from the 
office. Geographic numbers enable increased fixed to mobile substitution, 
allowing you the freedom to use a single mobile phone in and out of the 
office. 
 
Vodafone Passport 
Vodafone Passport makes it possible for your home tariff to travel with you, 
offering better value and simplicity when you go abroad. With Vodafone 
Passport, you know exactly what the charges will be when you use roaming 
services, and in some cases Vodafone Passport includes free minutes 
bundles and the option to receive calls at no change.Our services are 
accessed on a wide range of handsets, the Vodafone Mobile Connect  
card with 3G broadband and the Vodafone Mobile Connect USB modem. 
 
Handsets 
Our handset portfolio ranges from handsets for our core voice services, to 
premium multimedia devices and includes a range of low-cost Vodafone 
handsets for the emerging markets. 
 
Vodafone live! Handsets 
Our customers access 3G services on a range of handsets including the 
exclusive Sony Ericsson V640i and an exclusive Mobile Internet version of 
the Nokia 6120c. Our higher speed HSDPA mobile broadband services are 
also available to subscribers on mid-priced handsets. 
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Our ‗Internet on Your Mobile‘ services are available on a selection of 
handsets customized for internet experience, including high-end devices like 
the Nokia N95 8GB, Sony Ericsson W910i and Samsung SGH-F700V 
QBowl.The Vodafone 125 and Vodafone 225 were the first ultra low cost 
handsets under the Vodafone brand, and the lowest cost mobile phones we 
have ever launched.  
 
Business handsets 
We are always expanding our range of business handsets. Our exclusive 
devices include the Palm Treo 500v and the BlackBerry® Curve™ 8310 
Smartphone. Both offer business email combined with Vodafone live! 
services, such as Google Maps, internet browsing and instant messaging. In 
addition, the BlackBerry 8100 series and the BlackBerry 8110 series 
continue to be in demand along with the Nokia E series range. 
 
Vodafone Mobile Connect 
The Vodafone Mobile Connect card with 3G broadband offers enhanced 
speeds which can be up to 7.2 Mbps downlink and up to 2.0 Mbps uplink 
through HSPA technology. Built-in 3G broadband from Vodafone is now 
available across a portfolio of 44 laptop models. Our partners Acer, Dell, HP 
and Lenovo fit a Vodafone SIM to their laptops which include a built-in 
modem. We have a range Vodafone Mobile Connect USB modems with 
exclusive designs, including USB sticks, all benefiting from ―plug and go‖ 
software, making them easy to use for consumers and businesses.We offer a 
number of products and services to enhance our customers‘ access to data 
services, including Vodafone live! for consumers as well as a suite of 
products for business users such as Vodafone Mobile Connect data cards and 
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internet-based and corporate email solutions. 
 
Vodafone live! – Internet on Your Mobile 
―Internet on your Mobile‖ offers easy to use and secure browsing, including 
Google search, an unlimited browsing tariff and access to some of the most 
popular online services. You can use your mobile to access and update your 
social networking profiles, view and upload YouTube videos, buy and sell 
items on eBay, and check locations on Google Maps. You can also chat to 
friends easily with Yahoo! and MSN instant messaging using an easy to use 
dedicated interface. Using the new Vodafone live! Mobile and PC music 
player you can search for music, artist pages and previews from a catalogue 
of more than 750,000 songs. Music from some of the world‘s greatest artists 
is available, with music secured from agreements with major record labels 
such as Sony BMG Music Entertainment, EMI, Universal Music, Warner 
Music, as well as independent music labels. Mobile TV offers an average of 
20 channels from both local and international broadcasters. Vodafone has 
local agreements with broadcasters, such as the BBC, ZDF, RAI, Pro-
Sieben, Channel 4 and RTL, as well as international broadcasts from  
HBO, Fox, NBC Universal, Warner Brothers, UEFA Champions League, 
Vodafone McLaren Mercedes and MTV, ensuring diverse and relevant 
mobile content. 
 
Vodafone Mobile Connect 
Vodafone Mobile Connect enables you to access the internet on your laptop 
or PC via Vodafone Mobile Connect data cards or Vodafone Mobile 
Connect USB modems. Business customers can access services such as 
email, corporate applications and company intranets using the service. 
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Vodafone Mobile Connect card: 
You can enjoy built-in 3G broadband from Vodafone across 44 laptop 
models, including Vodafone‘s partners Acer, Dell, HP and Lenovo. 
Everything you need to make an internet connection from your computer 
using a mobile network is installed and configured, allowing you to work on 
the move.The Vodafone Mobile Connect card with 3G broadband offers 
enhanced speeds which can be up to 7.2 Mbps downlink and up to 2.0 Mbps 
uplink by utilising HSPA technology. 
 
Vodafone Mobile Connect USB modems: 
There are a range of Vodafone Mobile Connect USB modems with exclusive 
designs. The USB modems are ―plug and play‖ compatible, allowing for a 
fast set up and making the device easy to use. 
 
(Source; www.vodafone.in) 
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3.6. IDEA CELLULAR LIMITED 
 
3.6.1. INTRODUCTION 
 
IDEA Cellular is a publicly listed company, having listed on the Bombay 
Stock Exchange (BSE) and the National Stock Exchange (NSE) in March 
2007.IDEA Cellular is a leading GSM mobile services operator in India with 
over 53 million subscribers, under brand IDEA. It is a pan India integrated 
GSM operator covering the entire telephony landscape of the country, and 
has NLD and ILD operations. A frontrunner in introducing revolutionary 
tariff plans, IDEA Cellular has the distinction of offering the most customer 
friendly and competitive Pre Paid offerings, for the first time in India, in an 
increasingly segmented market. From basic voice & Short Message Service 
(SMS) services to high-end value added & GPRS services such as 
Blackberry, Datacard, Mobile TV, Games etc - IDEA is seen as an 
innovative, customer focused brand. IDEA offers affordable and world-class 
mobile services to varied segments of mobile users. Be it high end users, or 
low-end, price sensitive consumers - IDEA's tariff plans are designed to suit 
every pocket. With a vision of delighting its customers while meeting their 
individual communication needs anytime, anywhere, IDEA offers seamless 
coverage to roaming customers traveling to any part of the country, as well 
as to international traveling customers across over 200 countries. IDEA 
Cellular has partnership with over 400 operators to ensure that customers are 
always connected while on the move, within the country or other parts of the 
world. 
IDEA is the winner of ‗The Emerging Company of the Year Award' at The 
Economic Times Corporate Excellence Awards 2008-09. The company has 
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received several other national and international recognitions for its path-
breaking innovations in mobile telephony products & services.  
It won the GSM Association Award for ―Best Billing and Customer Care 
Solution‖ for 2 consecutive years. It was awarded ―Mobile Operator of the 
Year Award - India‖ for 2007 and 2008 at the Annual Asian Mobile News 
Awards (Click here to view the complete list)*IDEA Cellular is an Aditya 
Birla Group Company, India's first truly multinational corporation. The 
group operates in 25 countries, and is anchored by over 1,30,000 employees 
belonging to 30 nationalities. The Group has been adjudged the ‗6th Top 
Company for Leaders in Asia Pacific Region' in 2009, in a survey conducted 
by Hewitt Associates, in partnership with The RBL Group, and Fortune. The 
Group has also been rated ‗The Best Employer in India and among the Top 
20 in Asia' by the Hewitt-Economic Times and Wall Street Journal Study 
2007. 
 
 3.6.2. GROWTH AND DEVELOPMENT 
 
Idea Cellular was incorporated as Birla Communications Limited on March   
14,   1995   and   granted   a   certificate   of   commencement   of business 
on  August 11, 1995.  Its registered office was in Mumbai, Maharashtra. Its 
name was changed to Birla AT&T Communications Limited on May 30, 
1996 following the execution of a joint venture agreement dated December 
5, 1995 between AT&T Corporation and Grasim Industries Limited pursuant 
to which the Aditya Birla Group held 51% of its Equity Share capital and 
AWS Group held 49% of its Equity   Share capital.   The   registered   office   
was   transferred   from Industry House, 1st Floor, 159 Church Gate 
Reclamation, Mumbai 400020,   and Maharashtra   to   Suman   Tower,   
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Plot   No.   18,   Sector   11, Gandhinagar, 382011. Gujarat on October 22, 
1996. With effect from January 1, 2001 following merger with Tata Cellular 
Limited the joint venture agreement between AT&T Corporation and 
Grasim Industries Limited dated December 5, 1995 was replaced by a  share 
holder‘s agreement  dated December 15, 2000 entered into between Grasim 
Industries Limited on behalf of the Aditya Birla Group, Tata Industries 
Limited on behalf of the Tata Group and AT&T Wireless Services Inc. on 
behalf of the AWS Group following which its name was changed to Birla  
Tata AT&T Limited on  November 6, 2001.  Consequent to the introduction   
of   the   ―Idea‖   brand,   its   name   was   changed   to  Idea Cellular  
Limited   on  May  1,   2002.   The  AWS  Group  exited   from   the 
Company  on   September   28,   2005   by   selling   371,780,740  Equity 
Shares  of   the  Company,   which   constituted   50%   of   the   holding   of 
AT&T Cellular Private Limited in equity share capital, to ABNL and by 
transferring   the   remaining   371,780,750  Equity   Shares  to   Tata 
Industries Limited. The Tata Group ceased to be a shareholder of the 
Company  on June 20, 2006 when Tata  Industries  limited and Apex 
Investments (Mauritius) Holding  Private Limited  (formerly known as 
AT&T Cellular Private Limited) sold all their shares in the Company to the 
Aditya Birla  Group. On October 26, 2006, P5 Asia Investments (Mauritius) 
Limited (―P5 Asia‖) acquired 14.60% of our Equity Share capital.   Under   a   
Governance   and   Exit   Rights   Agreement   dated October 23, 2006 
between P5 Asia, ABNL and Birla TMT, so long as an initial public offering 
has not occurred and P5 Asia holds no less than 10% of  Equity Shares, 
ABNL and Birla TMT are required to procure that (a) Company and its 
Subsidiaries shall not take or pursue any of the following actions without P5 
Asia‘s prior consent (such consent to be obtained in a board and/or 
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Shareholders resolution) including in respect of (i) Any merger with, 
acquisition of, or amalgamation or consolidation with   another company or   
business;    
(ii)   Assuming   or   permitting   to exist any borrowings or indebtedness in 
the nature of borrowings if the amount of all such borrowings of  Company  
and its Subsidiaries would   exceed   Rs.   6,800   million;   
(iii)   Entering   into   a   new   line   of business;  
(iv) Increasing our authorized or issued share capital; or  
(v) entering into a joint venture and (b) our Company makes available to P5 
Asia certain financial information relating to our Company and its 
Subsidiaries   such   as   monthly   management   accounts,   quarterly 
unconsolidated  balance  sheet  and profit  and loss  account and the annual   
audited   consolidated   balance   sheets   and   profit   and   loss accounts.   
P5   Asia   also   has   a   right   to   appoint   one   director   to   our Board   
so   long   as   it   holds   at   least   10%   of   our   total   issued   and 
outstanding Equity   Shares.   Mr.   Biswajit   Subramanian   has   been 
appointed to our Board by P5 Asia pursuant to the exercise of the above  
right.  In  addition,  any  IPO  of our  Equity  Shares  requires  P5 Asia‘s 
written consent, and, further, in any such IPO, P5 Asia has the right to offer 
for sale such number of Equity Shares representing up to 10% of the total 
Equity Shares which are held by it. By its letters dated December 2, 2006 to 
ABNL and Birla TMT, P5 Asia has given its written   consent   for   the   
Issue   and   has   confirmed   that   it   does   not intend to offer for sale any 
of the Equity Shares  held by it in such Issue. We, either directly or through 
our Subsidiaries, provide mobile services   in   the   Andhra   Pradesh,   
Delhi,   Gujarat,   Haryana,   Kerala, Madhya Pradesh, Maharashtra and 
Uttar Pradesh (West) Circles, and have recently launched services and as 
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such are in the process of fully  rolling-out our network in  the Uttar Pradesh 
(East), Rajasthan and Himachal Pradesh Circles pursuant to licenses issued 
by the DoT. 
 
3.6.3. MANAGEMENT GROUP 
  
IDEA Cellular is part of the Aditya Birla Group, India's first truly 
multinational corporation. Global in vision, rooted in Indian values, the 
Group is driven by a performance ethic pegged on value creation for its 
multiple stakeholders. The group operates in 25 countries, and is anchored 
by over 100,000 employees belonging to 25 nationalities. The Group has 
been adjudged 'The Best Employer in India and among the Top 20 in Asia' 
by the Hewitt-Economic Times and Wall Street Journal Study 2007.A 
premium conglomerate, the Aditya Birla Group is a leader in swathe of 
products - viscose staple fiber, aluminum, cement, copper, carbon black, 
insulators, garments. The Group has also made successful forays into 
financial services, telecom, software,  and BPO and retail sectors. Today, 
the Group is India's most diversified business house. 
Our Promoters are - 
1. Aditya Birla Nuvo Limited 
2. Grasim Industries Limited  
3. Hindalco Industries Limited and  
4. Birla TMT Holdings Private Limited. 
 
3.6.4. AREA OF OPERATION 
We offer pre-paid and post-paid mobile services in our 11 Circles under the 
brand names of ―Idea Chit Chat‖ and ―Idea‖, respectively.  We seek to 
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identify new business opportunities and be the first mover amongst our 
competitors for value added services (―VAS‖).  We were the first mobile 
operator to offer an extended validity post-paid product, which now forms a 
sizeable percentage of our post-paid base. In addition to our core mobile 
voice services, we offer our subscribers features such as: 
 Easy to use missed call alerts;  
 GPRS enabled entertainment services like MMS, Video Tones, WAP, 
wallpapers, Java games and Mobile Magazine;  
 GPRS enabled information services like internet browsing, data cards 
and mobile email; 
 Voice and SMS based entertainment services like Ring Back Tones, 
background Music, voice and SMS chat, ringtones, horoscopes, expert 
advise and subscription services;  
 Call-forwarding (allowing a subscriber to divert incoming calls to 
another telephone number);  
 Call conferencing (allowing a subscriber to speak to two or more 
persons simultaneously);  
 Voice mail (allowing callers to leave voice messages for the 
subscriber); 
 Regional, on-net, national and international roaming options for the 
subscribers; 
 GPRS roaming available with key national and international 
operators; and 
 Fixed Cellular Terminal for corporate needs, GSM gateways, vehicle 
tracking; and Automatic Meter Reading. 
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Pre-paid services 
As at September 30, 2006, approximately 86.1% of our subscribers were 
pre-paid.  These subscribers pay for mobile services by means of purchasing 
pre-paid cards which are sold through a wide variety of retail and other 
outlets.  It has been our strategy to build strong distribution channels to 
support our pre-paid mobile services business.  We believe a significant 
factor in our historic growth has been the way we have made our pre-paid 
cards available in our target markets.  Our distribution channels have grown 
by 30% in terms of the number of retail outlets over the past twelve months. 
Pre-paid starter packs and pre-paid cards are sold to distributors upfront for 
cash, who in turn supply them to retail outlets. The Indian retail sector is not 
organized on a national scale and comprises a large number of small retail 
shops throughout the country.  We believe the depth of our distribution 
network is comprised of the wide variety of categories of retail outlets in 
which our pre-paid cards are available, ranging from neighborhood 
department stores and pharmacies to exclusive telecom outlets and branded 
stores.  We are one of the few companies to develop and explore alternate 
distribution channels such as tie-ups with branded stores such as ―Big 
Bazaar‖ and ―Pantaloon‖ that have retail stores in many locations in India to 
distribute our pre-paid cards.  This enables us to maintain a high profile 
among existing and potential subscribers in a wide variety of geographic and 
demographic segments. As a longstanding licensee in seven of the 
Established Circles, we have enjoyed long relationships with our distributors 
and have sought to work with them to improve the service we provide to our 
subscribers.  We offer incentives to distributors and retailers who are 
successful in meeting activation targets, such as a trip to Dubai in June 2006 
to witness the International Indian Film Academy awards ceremony and also 
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arrange events with our retailers such as our conference in Surat, Gujarat to 
launch a major market share initiative.  We believe this promotes distributor 
and retailer loyalty and, as a result, continuity and availability of our 
products to our subscribers. 
 
Post-paid services 
Our post-paid services are marketed by our Enterprise Business Unit as well 
as through a combination of Idea ‗n‘ U showrooms (some of which are 
owned and managed by us but most are franchised to third parties), dealers 
and direct sale agents.  Our Enterprise Business Unit focuses on the 
corporate and SME segments and provides products and services based on a 
concept of providing a complete package to meet the telecommunication 
needs of the corporate or SME, after sales-services and support with respect 
to billing queries and complaints.  The Enterprise Business Unit has 
launched a major initiative in relation to corporate business, where we 
typically focus on the top 10 to 15 towns in each Circle, which we have 
identified as having higher potential for the marketing of post-paid services. 
 
Subscriber Acquisition Costs 
Customer acquisition costs include the cost of customer verification in 
accordance with Government policy (for further details see ―Business - 
Customer Verification‖ on page [●] of this Draft Red Herring Prospectus), 
SIM costs and, in the case of pre-paid services, a discount to the distributor 
and retailer, and in the case of post-paid services a commission to the 
franchisee/dealer. 
For pre-paid services, we grant a fixed discount of approximately 20% (5% 
to distributors and 15% to retailers) on starter packs and 5% (2% to 
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distributors and 3% to retailers) on pre-paid cards.  For post-paid services, a 
commission is paid to the franchisee/dealer.  It is our practice to pay dealer 
commission in tranches such that the second and last tranche are only paid if 
the subscriber continues to be on our network for six months or more, and 
also to claw back a percentage of the commission paid should a post-paid 
subscriber default in payment of their first bill without any usage (the default 
amount equals the fixed monthly rental fee).  These deferred commission 
and claw back arrangements are used to incentivize our retailers and 
distributors to ensure that subscribers remain active users of our services.  
We are flexible in our approach to commissions and seek to use payments to 
optimize our presence in each market. 
The gross level of commissions and discounts payable by us to retailers and 
dealers in relation to subscriber acquisitions has increased, primarily as a 
result of intense competition from other operators.  Within this overall rise, 
however, there is a distinction between pre-paid and post-paid subscribers, 
with discounts for pre-paid subscribers increasing while commission levels 
for post-paid customers have slightly decreased. 
 
Customer contact points 
Our subscribers can use one of the following to contact us: call centers, 
showrooms, SMS, USSD based messaging and email messaging.  We 
address customer issues through both in-house and outsourced call center 
facilities.  In order to meet growing needs of customers, apart from 
continuously expanding the capacities of these channels we also keep 
innovating on developing new channels of contact, for example, we 
currently offer services via our web portal, through SMS messaging and by 
e-mail and we will shortly rollout ―Self Service Kiosks‖ to provide extra 
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facilities to customers visiting showrooms.  We currently have over 570 
showrooms across the Established Circles.  We plan to have over 100 
showrooms in the New Circles by March 2007.  To proactively address 
customer issues and to educate customers on new products that we launch 
from time to time, we also have in place outsourcing arrangements with 
reputable vendors who provide additional call handling services such as 
making initial contact with prepaid and postpaid subscribers and a follow-up 
call after a specified period to cross-sell and promote VAS.  We have 
recently established a call center in Delhi to service our northern Circles 
including the Delhi, Rajasthan, Haryana, Uttar Pradesh (West) Circles. 
Customer relations and our loyalty program  
Our customer relations department oversees our relationships with our 
subscribers and seeks to manage Churn.  This department is split into teams 
focusing on our post-paid, pre-paid and corporate subscribers, respectively.  
To assist in managing customer retention, and in particular churn for pre-
paid subscribers with whom we have less interaction, we use a variety of 
techniques to predict, pre-empt and contain Churn. We have also sought to 
increase subscriber loyalty with the introduction of one of the first pre-paid 
loyalty programs in the Indian telecom market, ―Lifetime Idea‖.  Our post-
paid loyalty program, ―Idea Select‖, is the first of its type in India. This 
program offers rewards in the form of events or gifts and has two levels,gold 
and silver, based on factors such as gross monthly billing, length of time 
with our network and payment performance.  The majority of loyalty 
program members are high net worth retail subscribers.  We believe our 
loyalty scheme is effective in increasing retention, with the Churn rate for 
―Idea Select‖ subscribers being much lower (less than 1%) than our average 
for post-paid subscribers generally. 
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Roaming Services 
Roaming enables subscribers to make and receive voice calls send and 
receive data or messages or access other services when traveling outside 
their Circle or home network.  We offer roaming services to both our pre-
paid and post-paid subscribers. The amounts we charge our subscribers 
when they roam to other networks (―out roamers‖) and the amounts we 
charge subscribers of other operators who roam into our network (―in 
roamers‖) vary according to whether an out roamer is a pre-paid or post-paid 
customer and whether out roaming or in roaming is on a national or 
international basis.  The charges involve both fixed fees and airtime charges.  
We also are required to pay certain amounts to third parties in connection 
with roaming, for example interconnection charges (―IUC‖) and data 
clearing charges. We enter into preferred roaming relationships with select 
foreign operators whereby our network is selected automatically when an 
out roamer of the relevant operator enters any of our 11 Circles and vice-
versa, and we have arrangements with various international roaming services 
providers.  We also seek to promote loyalty from in roamers and plan to 
introduce a dedicated roaming customer care help desk. We have 
approximately 218 existing bilateral international roaming partners for voice 
transmissions and are testing GPRS roaming with approximately 33 
operators.   
 
(Source; www.ideacellular.com)  
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4.1.: Introduction 
 
In the 21
st
 century, the new economy is becoming customer centric. In the 
current market place, considerable attention has been paid to the concept of 
relation between service provider and their customers (Barnes, 1997)
1
 , and 
this concept has been enthusiastically embraced by academics and 
practitioners (Beatty.et.al.1996; Berry 1995; Reynold and Arnold; 2000)
2
.   
A service has been defined as “Any act or performance that one party can 
offer to another that is essentially intangible, and does not result in the 
ownership of anything” (Kotler; 2004)3. Unlike physical products, service 
product cannot be seen, fasted, felt, heard, or smelled before they are bought 
(Parsuraman.et.al;1985)
4
.Since service are intangible, consumers are often 
faced with not knowing what to expect of a service until they have 
consumed it, and hence perceive service as risky (Murry and 
Schlacter,1990;)
5
. 
Amanjyot singh.et.al.;(2005)
6
 conducted a study titled “Customer 
satisfaction and quality audit report of Escotel mobile communication 
limited and suggested that for maximizing the service quality in service 
industries the relationship between the dealers and customers should be 
strong and pricing should be constantly reviewed. 
The relationship marketing looks to engage the customer interactively in the 
many steps of creating value, looking for innovative way to unlock new and 
meaningful benefits for the customer and then share the value so created 
between producer and consumer. The relationship marketing recognizes the 
key role customers have not only as purchasers, but in defining the value 
they want. Relationship marketing requires that a company designs and 
aligns its business process, communications, technology and people in 
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support of the value customers wan. Relationship marketing seeks to build a 
chain of relationship within the organization to create the value customers 
want and between the organization and its main stakeholders. (Gorden, 
2004)
7
.  
As Gronroos,C. (2006)
8
 suggested the customers perceived good service 
quality using six criteria, as follows ; professionalism and skill, attitudes and 
behavior , reliability and trustworthiness , recovery(correction, 
ability),reputation and credibility.   
Kalpana and Chinnadurai (2006)
9
 in their study titled “promotional 
strategies of cellular services; A customer perspective “analyzed that the 
increasing competition and changing taste and preferences of the customer‟s 
all over the world are facing companies to change their targeting strategies”. 
The study revealed the customer attitude and their satisfaction toward the 
cellular services in coimbutur city. It was found that advertisement play a 
dominant role in influencing the customers but most of the customer are of 
opinion that promotional; strategies of cellular companies are more sale 
oriented rather than customer oriented.  
Service sector is the fastest growing segment as compared to other sectors of 
the Indian economy. A major stimulus in this shift is the movement to 
information age spurge by invention of computer and advancement in 
telecommunications. As countries continue to shift from agriculture base to 
services orientation, the demand for services further holds huge potential. 
Additional factors contributing to the growth of service sector are higher per 
capita income, increase time pressure, advance in product technology 
(Kurtz,2002)
10
,Spiraling competition , rise of individualism (Seth & 
seth,2005)
11
,technological advances, globalization (Balchandran,2004)
12
 
competition , greater life expectancy and cost effectiveness drives (Rampal 
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& gupta,2002)
13
 and growth of service chains and networks and service 
quality movement. Thus, tremendous growth of services sector implies the 
role of marketing in forms of vast opportunities and implications marketing 
opportunities arising from new technology, in franchising from fewer 
regulations and professional restrictions, in servicing physical goods and 
internet (Lovelock, 2007)
14.
 
 
4.2.: Significance of Study 
 
Long ago, Peter Drucker wrote that any business enterprise has only two 
basic function; marketing and innovation (Peter Drucker, the practice of 
mngmnt, 1954)
15
. The central role of marketing in the enterprise stems from 
the fact that marketing is the process via which a firm creates value for its 
chosen customer. Value is created by meeting customer needs. Thus, firm 
needs to define itself not by the product it sells, but by the customer benefit 
provided. 
 
Target Market 
 
Marketing strategy development begins with the customers. A prerequisite 
to the development of the rest of the marketing strategy is specialization of 
the target markets the company will attempt to serve marketers have 
generally been moving from serving large mass market to specialization of 
smaller segments with customized marketing programme. Now new 
technology enable firms to practice customize marketing on an economical 
basis in many situations. (Boston, Mass; HBS Press, 1993)
16
. 
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Segmentation 
 
Market can be segmented in variety of way, (Addison – Wesley 1998)17. 
Among the most widely used bases are; 
Demographic (age, income, gender, occupation) 
Geographic (nation, region of country, urban / rural) 
Life style 
As part of segmentation and target market selection process, the firm has to 
play out scenario, i.e. consider the question; if we pursue this segment, how 
would we approach it and how would we want potential buyers to see us ? 
the answer should be formalized in a „positioning statement „ specifying the 
position the firm wishes to occupy in the target customers.(Ries and 
Trout,1986)
18
. 
 
Marketing Element 
 
Neil Borden of harward business school used the term „marketing mix‟ to 
describe the set of activities comprising a firm‟s marketing programm. He 
noted how firms competing in a given product category can have 
dramatically different mixes at work. He specified 12 elements. (Boston, 
Mass, HSB Press.1991)
19
.  Merchandising , Pricing , Branding ,  Channel of 
distribution, Personal selling, Advertising, Promotions , Packaging , Display 
Servicing, Physical handling,  Market research. 
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Product 
 
Product decisions starts with an understanding of what a product is, viz the 
product offering is not the thing itself, but rather the total package of 
benefits of names e.g. the „total product concept‟, the argument product, or 
the integrated product. For marketing strategy development purpose, the 
product has to be considered from the point of value delivered to the 
customer. Value can be delivered simultaneously by a number of 
vehicles.(HBR Press- marketing in an age of diversity-Sept-Oct-1988)
20
. 
Testing with consumers can be done via a number of procedures e.g. 
surveys, taste tests, simulated test markets, and actual test markets for 
consumer goods and beta tests for industrial goods. Testing is appropriate 
not only for the product itself but also for the supporting elements of the 
marketing mix, such as the communication strategy and price. 
(C.M.Crawford, 1997). (Addision/Wesley, 1993)
21
. 
 
Place 
 
Kash rangan of Harward business school has identified eight „generic 
channel functions which serves as a starting place for assessing needs in a 
particular context;(V.K.Rangan,1995)
22
.Information, customization, quality 
assurance, lot size, assortment, viability, after sales services, logistic. 
“Customer driven “system assessing the channel structure and management 
mechanisms that will best perform the need function (Englewood, 1996)
23
. 
The two major decisions in channels are; 
 
1. channel design :- which involve both a length and breath issue 
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2. Channel management: what policies and procedures will be used to 
have the necessary functions performed by the various parties? 
 
Promotion  
 
The marketing communication mix is potentially extensive,e.g. including 
“non personal “ elements such as ; advertising, sales promotion events, 
direct marketing, public relations, packaging, trade shows, as well as 
personal selling,(P.W.Farris and J.A.Quelch,Chilton,1983)
24
. 
Advertising is limited in its ability to actually close to the sales and make a 
transaction happen; sales promotions may be an effective device to 
complement the favorable attitude development for which advertising is 
appropriate,(D.A.aaler, R.batra, and J.G.Myers, Englewood cliffs, 
1992)
25
. 
A sales promotion includes things such as samples, coupons, and contests. 
These are usually most effective when used as a short term inducement to 
generate action. The three major types of sales promotions are consumer 
promotions, trade promotions, retail promotions, (R.C.Blattberg and 
S.A.Neslin, Englewood 1990)
26
. 
The combination of the three P‟s product, place, and promotion determine 
the target customer‟s perception of the value of the firm‟s product in a given 
competitive context conceptually, this perceived value represents the 
maximum price which the customer is willing to pay. This should be the 
primary guide to pricing the product. Once the firm has created value for 
customers, it is entitled to capture some of that value for itself to fund future 
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value creation efforts. This is the role of effective pricing.(R.J.Dolan and 
H.Simon, 1996)
27
. 
Price 
In most situations, cost should act as a floor on pricing. In some 
circumstances, a firm intentionally sells at a loss for a time to establish a 
position in the market , belt it is often difficult to increase prices later due to 
the customer‟s use of the introductory price as a reference point. There are 
basically two pricing strategy as skimming and penetration pricing strategy. 
In penetration pricing, the firm sets a lower price to generate lots of sales 
quickly. This leaves money on the table with the high value customers, but is 
designed to preempt competition and gain a significant number of customers 
early on. The appeal of a penetration strategy increases to the extent that (1) 
customers are sensitive to price (2) economies of scale (3) adequate 
production capacity is available (4) there is threat of competition. In   
skimming strategy, the focus is on those customers with high value – 
skimming the cream off the top of market. 
Service v/s Physical goods 
Marketers of physical goods can hold inventories to buffer fluctuations in 
demand and supply, but services are acts or processes and there fore, 
difficult or impossible to inventory. (Rathmell, 1996; Sasser, 1976)
28
 
Mabert (1986)
29
 found that service firms tend to design staffing plans based 
on peak demand situations, resulting in substantial idle timing during slack 
periods. 
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Disequilibrium situations would never occur in a perfect world with 
managers who are devoted supplements to the marketing concept. Even the 
best planner, however, cannot always prepare a service organization for 
unpredictable swings in consumer demand, ultimately equipment failures, or 
a sick call contagion (Khumwala.et.al.1986)
30
.  
Service enterprises may benefit by transferring risks to employees, but 
marketing managers and CEO‟s eschew transferring risk too customers (e.g. 
making customer wait) (Zeithml et.al, 1981)
31
.  
The data from at least an empirical study suggest that service firm managers 
perceive demand fluctuations as their biggest managerial headache (Zeithml 
et.al.1985)
32
. 
4.3.: Rational of the Study  
Telecommunication markets have changed dramatically in recent years. 
Customers in many countries who used to have only one service provider 
now have a wide variety to choose from. The fight to attract and keep 
customers has resulted in the development of marketing strategies. The 
telecom companies are developing a mix of marketing tools to establish and 
build profitable customer relationship, we focus on the need for companies 
to be market oriented by building up the ability to manage networks, 
relationships and interactions (Gronroos,1983;Gummesson,1987)
33.
It has 
been fully accepted in marketing literature that long term customers are 
more profitable than short – term customer (Reichheld and 
Teal,1996)
34
.Holistic marketing approach for services requires external 
marketing which deals with the interaction of the as a whole with the 
customer in terms of company product ,price, distribution channels, and 
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promotion activities, internal marketing is the process of engaging the 
support and commitment of employees and other organizational members 
for the goals and objectives of the company (Lancaster and 
Reynolds,2004)
35
 and interactive marketing deals with the interaction of 
frontline employees with customers in terms of understanding and solving 
customers‟ problem attentively. 
Marketing communication is defined as all strategies, tactics, and activities 
involved in getting the desired marketing messages to intended target 
markets, regardless of the media use.The mix includes advertising, personal 
contact, publicity and public relation, sales promotion, instruction materials 
and corporate design (Lovelock and Wirtl,2004)
36
. 
There are higher marketing costs associated with generating interest in new 
customers as opposed to already informed existing customer. The marketing 
cost involves in the creation of interest in an uniformed new customer for 
outweigh involved in maintaining the relationship necessary to continue 
exchanges between buyer and seller. It has been estimated that the cost of 
attracting new customers can be as high as six times that of retaining 
existing customers. Strong customer relationships with a high degree of 
familiarity and communications on both sides can generate more practical 
new product idea from customer and contact personal (Kiess-Moser and 
Barnes 1992)
37
. Across a wide range of businesses, the pattern is the same, 
longer a company keeps a customer, the more money it tends to make 
(Reich held and Sasser, 1990)
38
.This research is to be test the effectiveness 
of various tools and element of marketing mix in marketing strategies to the 
domain of telecom service providers. 
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In Indian telecom sector is called “sun rise “industry. It is one of the growing 
industries in the country rapid growing with rate of subscribers‟ base 
teledensity and traffic. Indian telecom sector hold huge potential for growth 
because of numbers of growth drivers. 
4.4.: Research Design 
4.4.1: Defining the research problem: 
Defining the research problem is an important step in research. The research 
problem of this proposal is to study “An empirical study on marketing 
strategies of telecom sector in Gujarat state.” 
4.4.2.: Objectives of study: 
1. To study the existing marketing strategies adopted by telecom industries 
2. To work out the growing challenges faces by telecom sector 
3. To analyses the role of various marketing techniques in telecom sector. 
4. To study the customer response on various marketing MIX adopted   by 
telecom sector    companies. 
4.4.3: Hypothesis of study:  
 H1: There is significant impact of various marketing mix element on  
         purchasing decision  of consumer. 
 H2: There is no significant difference in service or product pricing  
         among telecom service provider. 
 H3: There is service charges are depends on telecom service        
         providers. 
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 H4: There is no significant difference on availing of services by  
         subscribers and telecom service providers. 
 H5: There are usage of services depends on telecom service providers. 
 H6; There is significant influence of service quality on customer   
         satisfaction. 
 H7: There is significant influence of people & process on level of    
         customer satisfaction. 
 H8: There is no significant relationship between marketing strategy  
         and demographic variables. 
 H9: There are no significant challenges in telecom sector. 
4.4.4.: Universe of study: 
Study covers all major cities and towns of Gujarat state (as revenue centers). 
The universe of study consist of all customer base as subscribers of telecom 
services of BSNL, Reliance telecommunication ltd, Tata teleservices ltd , 
Bharti telecommunication ltd (AIRTEL), Idea ltd , Vodafone ltd. 
4.4.5.: Sample design: 
For meeting the first objective, the tool used to collect data is structured 
questionnaires. the questionnaire was used to elicit information on element 
of marketing strategy like, marketing communication mix, promotion mix, 
product mix, channel avaibility, price, service quality etc. Six major telecom 
service provider in Gujarat, BSNL, Reliance telecommunication ltd, Tata 
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teleservices ltd , Bharti telecommunication ltd (AIRTEL), Idea ltd , 
Vodafone ltd. Through random systematic sampling 
The main sources of secondary data was published research papers/reports 
of DoT & World telecommunication development , Indian telecom policy, 
journal of marketing management , journal of service marketing, journal of 
advance management , magazines like advertising express, business world, 
Book and various websites of telecom operators. 
4.4.6: Data Analysis: 
Statical analysis of Data 
The data obtained in the present study were analysed using suitable tools 
study the  impact of marketing mix on overall telecom sector and to study 
the impact of product and  service quality on customer satisfaction. The 
following statistical treatments were used  for interpretation of data. 
Percentage 
The various product and services, demographic variables were analysed 
through percentage method with pictorial representation by graphs. 
Chi-Square Test 
The chi-square test was used because there were no independent values, as 
this is the only  method which can be used when independent values are 
not present. Furthermore, this  method was used to check the probability of 
occurrence and variation between different  independent variables. 
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Two Way ANOVAs Test 
Two-way analysis of variance (ANOVA) tests (also called two-factor 
analysis of  variance) measure the effects of two factors simultaneously. A 
two-way test generates  three p-values, one for each parameter 
independently, and one measuring the interaction  between the two 
parameters. 
4.4.7.: Limitation of study:         
 The following are limitation of study: 
1. The sample is selected conveniently and in single phase so as the 
perception is influenced by time in which data was collected and the 
context in which the respondents were at the time of data collection. 
2. The primary data and observational methods of research has its own 
limitations and based on respondent the study is limited to Gujarat 
state. 
3. The study is limited to selected telecom companies and selected 
revenue centers of the state and there for the findings can not be 
generalize to whole industries. 
4. There are many other approaches to study on marketing strategy of 
service sector; there is no unanimous opinion among the experts. So 
the researcher has taken appropriate approaches, which might be 
appropriate for the study. 
5. The avaibility of the time and limited knowledge of researcher in the 
area is also to be considered. 
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4.4.8.: Conclusion: 
 
As a result of the liberalization, privatization, and de-monopolization 
initiatives taken by the government of India, the telecom sector is 
experiencing a historical growth. The trend is expected to continue in the 
segment, as prices are falling as a result of competition in the segment. The 
beneficiaries of the competition are the consumers, who are given a wide 
variety of services. In the years to come the country is predicted to witness a 
communication revolution, which would increase the subscriber base to 
match that of the developed world. The need of the time is a new revolution 
in telecom services and it is imperative that service providers work towards 
the same and make it a reality. 
An important contribution of this study is how marketing strategy is 
developed and sustained over different target market in telecommunication 
sector. The future commitment of the customers to organization depends on 
perceived marketing element. The issue and challenges is therefore 
increasingly recognized as a critical success factor in the emerging scenario. 
 
 
 
 
 
 
198 
 
4.5.: DETAIL CHAPTERIZATION SCHEME 
Chapter – 1:- Introduction & conceptual frame work 
This chapter covers the fastest growing services and brief overview of Indian 
Telecom sector research objectives and significance of study are also 
covered. This chapter is concerned marketing strategy, research 
methodology used for selection of telecom service providers, geographical 
scope, analysis of the tools required for the study. 
This chapter devoted to the concept of marketing strategy ,marketing 
element, marketing mix, marketing communication mix, various marketing 
tools and techniques used by Telecom service provider. 
Chapter-2:- Review of Literature 
This chapter covers studies related to telecom sector, studies related to 
marketing strategy, relationship marketing, and review of telecom sector has 
been further classified into technology up gradation, changing investment 
policies and competition. In studies related to service marketing review of 
literature has been studies from conceptual and practical aspect. 
Chapter- 3:- Company profile 
This chapter covers studies various telecom service providers and services 
provided by them includes management information, value added services, 
infrastructure development and technology etc. 
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Chapter- 4:- Research Methodology 
A detailed overview of the methodology used for this study is mentioned 
here in this chapter. This chapter covers, defining the problem of the study , 
coming up with the main and sub objectives of the study , defining the 
hypothesis of the study, describing the sample design, highlighting the tools 
used for data collection, explaining the methods of data analysis and 
mentioning the limitations of the study. 
Chapter-5:- Data Collection & Analysis  
This chapter explains the various methods used for analyzing the collected 
data. It also discusses the various statically tool used for this analysis and 
findings will be represented in form of chart and graphs. Some of the non 
parametric tests were also used to analyses the data. 
Chapter-6:- Summary, Findings & Recommendations 
This chapter presents summary, conclusion and recommendations of the 
study. How these recommendations are useful for managerial decisions, 
limitation of study and identify the directions for future research. 
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CHAPTER 5 : DATA ANALYSIS AND INTERPRETATION 
 5.1: ANALYSIS OF OCCUPATION WISE COMPOSITION OF SUBSCRIBERS. 
 5.2: ANALYSIS OF GENDER WISE COMPOSITION OF SUBSCRIBERS. 
 5.3: ANALYSIS OF AGE-WISE COMPOSITION OF SUBSCRIBERS. 
 5.4: ANALYSIS OCCUPATION-WISE COMPOSITION OF SUBSCRIBERS. 
 5.5: ANALYSIS OF INCOME-WISE COMPOSITION OF SUBSCRIBERS. 
 5.6: ANALYSIS OF SERVICES USES COMPOSITION OF SUBSCRIBERS. 
 5.7: EXPERIENCE-WISE COMPOSITION OF SUBSCRIBERS. 
 5.8:  ANALYSIS OF SERVICES CONNECTION COMPOSITION OF         
         SUBSCRIBERS. 
 5.9: ANALYSIS OF PLACE-WISE USAGE OF SUBSCRIBERS. 
 5.10: ANALYSIS OF TIME-SPENT ON MOBILE-USAGE OF DURING THE DAY     
         SUBSCRIBERS. 
 5.11: ANALYSIS OF USES OF TELECOM SERVICES OF SUBSCRIBERS. 
 5.12: EVALUATION OF CHARGES OF SELECTED TELECOM SERVICE       
          PROVIDERS. 
 5.13: EVALUATION OF EFFECTIVENESS OF PREFERRED BUYING CHANNELS. 
 5.14: EVALUATION OF INFLUENCES MOST THE DECISION TO PURCHASE  
         TELECOM SERVICES. 
 5.15: EVALUATION OF EFFECTIVENESS OF SOURCE OF INFORMATION. 
 5.16:  EVALUATION OF EFFECTIVENESS OF FAULT BOOKING MEDIUM.  
 5.17:  EVALUATION OF VARIOUS PURPOSES OF USAGE. 
 5.18: EVALUATION OF EFFECTIVENESS OF THE FACTORS IN A TELECOM   
          PRODUCT BEFORE MAKING PURCHASE  DECISION.    
 5.19: EVALUATION OF DIFFERENT SERVICES OF SUBSCRIBERS. 
 5.20: CONSIDERATIONS PRIOR TO PURCHASE DECISION FOR A SERVICE   
          PROVIDER. 
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 5.21: EVALUATION OF EFFECTIVENESS OF SOURCE OF INFORMATION. 
 5.24: EVALUATION OF SATISFACTION LEVEL OF NETWORK QUALITY.  
 5.25: EVALUATION OF SERVICE PROVIDER COMPANY’S WITH TO DEALER 
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5.1: Analysis of Occupation wise composition of subscribers. 
                 
 
               
 Whereas  above figures explains occupation wise distribution of subscribers,  
 most of students prefers Airtel  and idea significantly, professional prefers  
 Reliance  and Idea  significantly, Govt. Employee prefers  Tata and BSNL 
 Significantly, Pvt. Employee  prefers  Reliance and Vodafone mostly, Self 
 employee prefers Bsnl and Vodafone  mostly. Overall composition shows 
 Pvt. Employee and Self employed (51%) more subscribers then 
 professionals and Govt. Employee (22%). 
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5.2: Analysis of Gender wise composition of subscribers 
 
 
 
 
 Its shows service provider wise and overall more then (89%) telecom 
 subscribers are male. In Indian context male education and social 
 domination is more, so there is basic need in family or individual is more in 
 male subscribers.  
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5.3: Analysis of Age-Wise Composition of Subscribers 
 
 
  
 
 Above figures explain age group of 18 plus-25 yr  (45%)are most subscri- 
 bers in telecom services, then follow by 25 – 40 age (34%) and its shows 75 
 % average subscribers in all telecom company are belongs to this two age 
 group. 
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5.4: Analysis Education-Wise Composition of Subscribers. 
 
 
 
 
 
 
 
  
 Above figures explain that reflect education significant percentage value  of  
 various telecom service subscribers. Maximum graduates (53%) using 
 telecom service followed by post graduates (22%) and Matriculations (17%). 
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5.5: Analysis of Income-Wise Composition of Subscribers (In Rs.)  
 
 
 
 
 
 
 
 
 Whereas in income profile, most of the users are in income group of more 
 than 5000 (57%) as compare to other income classes. Same direction shows 
 in all telecom service providers, follows by more than 3000 and less than 
 5000 (23%) income group.  
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5.6: Analysis of Services uses Composition of Subscribers.  
 
 
 
 
 
 
 
 Above figures reflect services used by subscribers as significant percentage 
 value of service user is prepaid mobile (70%), followed by post paid mobile 
 (14%). Its reflect very small percentage value of subscribers are avail 
 internet, basic wire lines and broadband. As compare to other country 
 internet and broad band uses rate is very law at present, so in future three is 
 huge scope in this service area.    
0% 20% 40% 60% 80% 100%
BSNL
TATA
RELIANCE
AIRTEL
VODAFONE
IDEA
8.5
10
6.5
2
8
4.5
14.5
14.5
15.5
19.5
20
13
82.5
83
87
80.5
80.5
87.5
3.5
3.5
1
0.5
1
0.5
9.5
8.5
4
6
5
11
11
2.5
2
1.5
2
0.5
Basic  wire line Post paid Pre  paid W.L.L. Internet Broad band
Basic  wire line 
6% Post paid 
14%
Pre  paid 
70%
W.L.L.
1%
Internet
6%
Broad band
3%
Distribution of services Used (% wise)
214 
 
5.7: Experience-Wise Composition of subscribers. 
  
 
 
 
 
 
 Above figures shows experience of telecom services reflect maximum 
 subscribers  having more than 2 years (53%) in same telecom service 
 provider company there is significant value in BSNL (77%), followed by 1 
 to 2 year (31%) in same telecom service provider company there is 
 significant value in Idea and Tata. followed by less than 1year  (16%) in 
 same telecom service provider company there is significant value in 
 Reliance, Vodafone and Airtel. 
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5.8:  Analysis of services connection composition of subscribers. 
 
 
 
 
 
 
 Above figures reflect services connections used by subscribers as significant 
 percentage  value of service user is prepaid (72%), followed by post paid 
 (14%). Its  reflect very  small percentage value of subscribers have 
 connections of internet, basic wire lines and  broadband. 
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5.9: Analysis of Place-Wise Usage of Subscribers. 
 
 
 
 
 
 
 
 The above figures explain the results with regard to places where calls are 
 generally made. Average 68% of the respondents use mobile phones for 
 making local calls. 30%  percent subscribers use mobile phones for making 
 national calls and around 2 % are using phones for making international 
 calls. 
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5.10: Analysis of Time-Spent on Mobile-Usage of during the day Subscribers. 
 
 
 
 
 
 
 
 The figure explains the time spent on usage of mobile during the day. Most 
 of the  subscribers (40%) are using mobile phones for more than 15 and less 
 than 30 minutes. Around (34%) customers are spending more than 30 
 minutes on usage. Around (24%) customers are spending more than 5  and 
 less than 15 minutes on usage. 
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5.11: Analysis of uses of Telecom services of subscribers (in Rs.). 
 
 
 
 
 
 
 
 
 Above figure explain that around 61% customers spend up to Rs.500 per 
 month on telecom services. Followed by 32% customers spend more than 
 Rs.500 but less than Rs.1000 per month. Around 7% customers spend more 
 than Rs.1000 per month on telecom services. 
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5.12: Evaluation of charges of selected telecom service providers. 
 
5.12.1-Local call 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  Cheap 6 998.3015 166.3836 1587.247 
  Economical 6 38.9695 6.494917 30.1879 
  Average 6 80.7029 13.45048 278.2766 
  Exclusive 6 48.619 8.103167 148.1633 
  Premium 6 33.3895 5.564917 34.9364 
  
       BSNL 5 199.983 39.9966 7448.904 
  TATA 5 200 40 6850 
  Reliance 5 200 40 7035.5 
  Airtel 5 199.9998 39.99996 7582.863 
  Vodafone 5 199.9998 39.99996 1843.219 
  Idea 5 199.9998 39.99996 1843.219 
  
       
       ANOVA 
      Source of 
Variation SS df MS F 
P-
value F crit 
Rows 120020.8 4 30005.19 57.73529 
1.06E-
10 2.866081 
Columns 4.75E-05 5 9.5E-06 1.83E-08 1 2.71089 
Error 10394.06 20 519.7028 
   
       Total 130414.8 29         
        Ho: There is no significant difference on rating of local calls between      
         companies 
 H1: There is significant difference on rating of local calls between    
         companies 
 α = 0.05,  Here Ftab=1.83E-08 < Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that local call 
 charges are same  for all the companies. 
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 Ho: Local Call Charges rating is independent of service providers. 
 H1: Local Call Charges rating is not independent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 tab = 310.8136 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that rating local call charges and service provider are not independent. 
 
5.12.2-STD Call 
 
 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  Cheap 6 408.9853 68.16421 1729.504 
  Economical 6 619.5377 103.2563 1250.776 
  Average 6 111.5683 18.59471 202.9425 
  Exclusive 6 50.92315 8.487192 159.5093 
  Premium 6 8.96825 1.494708 2.668418 
  
       BSNL 5 199.983 39.9966 2047.604 
  TATA 5 200 40 3026.5 
  Reliance 5 200 40 2400 
  Airtel 5 199.9998 39.99996 4021.94 
  Vodafone 5 199.9998 39.99996 974.9288 
  Idea 5 200 40 3303.5 
  
       
       
 
      
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Cheap 194 188 190 196 115 115 998 
Economical 2 4 4 2 13 13 39 
Average 3 2 5 1 35 35 81 
Exclusive 0 0 1 0 24 24 49 
Premium 1 6 0 1 13 13 33 
 200 200 200 200 200 200 1200 
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ANOVA 
Source of 
Variation SS df MS F 
P-
value F crit 
Rows 46370.89 4 11592.72 13.86109 
1.43E-
05 2.866081 
Columns 4.77E-05 5 9.54E-06 1.14E-08 1 2.71089 
Error 16727 20 836.3501 
   
       Total 63097.89 29         
 
 Ho: There is no significant difference on rating of STD calls between        
         companies 
 H1: There is significant difference on rating of STD calls between     
         companies 
 α = 0.05,  Here Ftab=1.14E-08< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that STD call 
 charges are same for all the companies. 
 
 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Cheap 83 130 97 37 28 34 409 
Economical 94 56 90 150 89 140 620 
Average 19 6 9 12 45 21 112 
Exclusive 4 5 3 1 34 4 51 
Premium 0 3 1 0 4 1 9 
 200 200 200 200 200 200 1200 
 
 
 Ho: STD Call Charges rating is independent of service providers. 
           H1: STD Call Charges rating is not independent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 tab = 344.95 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that rating  STD call charges and service provider are not independent. 
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5.12.3-ISD Call 
 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  Cheap 6 31.1724 5.1954 32.29182 
  Economical 6 561.1131 93.51884 692.2653 
  Average 6 526.6432 87.77387 643.6223 
  Exclusive 6 59.37945 9.896575 165.0825 
  Premium 6 21.6745 3.612417 6.53267 
  
       BSNL 5 199.983 39.9966 2219.642 
  TATA 5 200 40 2884 
  Reliance 5 200 40 2759 
  Airtel 5 199.9998 39.99996 3073.48 
  Vodafone 5 199.9998 39.99996 1344.983 
  Idea 5 200 40 2526 
  
       
 
      ANOVA 
      Source of 
Variation SS df MS F 
P-
value F crit 
Rows 51529.45 4 12882.36 33.46514 
1.34E-
08 2.866081 
Columns 4.77E-05 5 9.54E-06 2.48E-08 1 2.71089 
Error 7698.973 20 384.9487 
   
       Total 59228.42 29         
        
 Ho: There is no significant difference on rating of ISD calls between     
         companies 
 H1: There is significant difference on rating of ISD calls between companies 
 α = 0.05,  Here Ftab=2.48E-08< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that ISD call 
 charges are same for all the companies. 
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 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Cheap 8 15 1 0 5 2 31 
Economical 100 131 113 84 60 74 561 
Average 82 46 79 115 92 112 527 
Exclusive 6 5 4 1 36 8 59 
Premium 4 3 3 0 8 4 22 
 200 200 200 200 200 200 1200 
 
 Ho: ISD Call Charges rating is independent of service providers . 
 H1: ISD Call Charges rating is not independent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 tab = 197.21  > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that rating ISD call charges and service provider are not independent. 
 
5.12.4-Roaming charges 
 
 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  Cheap 6 21.91515 3.652525 7.126731 
  Economical 6 487.0257 81.17094 422.9944 
  Average 6 554.3333 92.38888 270.1175 
  Exclusive 6 118.8038 19.80063 159.6694 
  Premium 6 17.90475 2.984125 20.45861 
  
       BSNL 5 199.983 39.9966 2084.718 
  TATA 5 200 40 2301.5 
  Reliance 5 200 40 1880 
  Airtel 5 199.9998 39.99996 2606.529 
  Vodafone 5 199.9998 39.99996 1102.165 
  Idea 5 200 40 2434 
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ANOVA 
Source of 
Variation SS df MS F 
P-
value F crit 
Rows 45233.81 4 11308.45 51.38065 
3.04E-
10 2.866081 
Columns 4.77E-05 5 9.54E-06 4.34E-08 1 2.71089 
Error 4401.833 20 220.0917 
   
       Total 49635.65 29         
 
 Ho: There is no significant difference on rating of Roaming calls between   
         companies 
 H1: There is significant difference on rating of Roaming calls between   
         companies 
 α = 0.05,  Here Ftab=4.34E-08< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that Roaming call 
 charges are  same for all the companies. 
 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Cheap 7 6 1 1 2 4 22 
Economical 77 90 91 111 64 54 487 
Average 101 95 81 77 80 120 554 
Exclusive 15 6 26 11 41 20 119 
Premium 0 3 1 0 12 2 18 
 200 200 200 200 200 200 1200 
 
 
 Ho: Roaming Call Charges rating is independent of service providers . 
 H1: Roaming Call Charges rating is not independent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 tab = 125.04 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that rating Roaming call charges and service provider are not independent. 
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5.12.5-Value added services 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  Cheap 6 79.38255 13.23043 26.21438 
  Economical 6 538.581 89.7635 179.7822 
  Average 6 403.5899 67.26498 234.7555 
  Exclusive 6 149.7308 24.95513 222.8552 
  Premium 6 28.6984 4.783067 31.9966 
  
       BSNL 5 199.983 39.9966 1469.486 
  TATA 5 200 40 1907.5 
  Reliance 5 200 40 1294 
  Airtel 5 199.9998 39.99996 2094.786 
  Vodafone 5 199.9998 39.99996 856.1963 
  Idea 5 200 40 1352 
  
       
       ANOVA 
      Source of 
Variation SS df MS F 
P-
value F crit 
Rows 32417.85 4 8104.463 46.6039 
7.32E-
10 2.866081 
Columns 4.77E-05 5 9.54E-06 5.49E-08 1 2.71089 
Error 3478.019 20 173.901 
   
       Total 35895.87 29         
        Ho: There is no significant difference on rating of Value Added Services   
         between companies 
 H1: There is significant difference on rating of Value Added Services      
        between companies 
 α = 0.05,  Here Ftab=5.49E-08< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that Value Added 
 Services are  same for all the companies. 
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 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Cheap 14 14 12 22 7 10 79 
Economical 84 88 94 114 76 82 539 
Average 78 87 56 52 53 78 404 
Exclusive 24 11 32 12 51 20 150 
Premium 0 0 6 0 13 10 29 
 200 200 200 200 200 200 1200 
 
 Ho: Value Added Services rating is independent of service providers. 
 H1: Value Added Services rating is not independent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 tab =115.48 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that rating Value Added Services and service provider are not independent. 
 
5.12.6-GPRS 
 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  Cheap 6 191.2971 31.88285 158.0944 
  Economical 6 528.4727 88.07878 291.2297 
  Average 6 336.9066 56.1511 85.77344 
  Exclusive 6 115.399 19.23316 144.413 
  Premium 6 27.9073 4.651217 12.94922 
  
       BSNL 5 199.983 39.9966 897.4804 
  TATA 5 200 40 1689.5 
  Reliance 5 200 40 811.5 
  Airtel 5 199.9998 39.99996 1794.123 
  Vodafone 5 199.9998 39.99996 623.1406 
  Idea 5 200 40 1528.5 
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ANOVA 
      Source of 
Variation SS df MS F 
P-
value F crit 
Rows 25914.68 4 6478.669 37.42409 
5.08E-
09 2.866081 
Columns 4.77E-05 5 9.54E-06 5.51E-08 1 2.71089 
Error 3462.299 20 173.1149 
   
       Total 29376.98 29         
 
 Ho: There is no significant difference on rating of GPRS Charges between   
        companies 
 H1: There is significant difference on rating of GPRS Charges between   
         companies 
 α = 0.05,  Here Ftab=5.51E-08< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that GPRS 
 charges are same for all the Companies. 
 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Cheap 44 30 41 42 19 15 191 
Economical 80 107 77 106 64 94 528 
Average 53 47 56 47 65 69 337 
Exclusive 19 14 22 4 40 16 115 
Premium 4 2 4 1 11 6 28 
 200 200 200 200 200 200 1200 
 
 Ho: GPRS Charges rating is independent of service providers . 
 H1: GPRS Charges rating is not independent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 tab = 100.43 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that rating GPRS charges and service provider are not independent. 
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5.12.7-Internet 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  Cheap 6 248.3989 41.39981 591.1846 
  Economical 6 572.8523 95.47538 172.0668 
  Average 6 267.1214 44.52023 340.186 
  Exclusive 6 91.3893 15.23155 148.8608 
  Premium 6 20.22075 3.370125 5.055183 
  
       BSNL 5 199.983 39.9966 1636.721 
  TATA 5 200 40 1106 
  Reliance 5 200 40 1881 
  Airtel 5 199.9998 39.99996 2251.556 
  Vodafone 5 199.9998 39.99996 700.6159 
  Idea 5 200 40 1578.5 
  
       
       ANOVA 
      Source of 
Variation SS df MS F 
P-
value F crit 
Rows 30330.8 4 7582.701 24.12274 
2.07E-
07 2.866081 
Columns 4.77E-05 5 9.54E-06 3.04E-08 1 2.71089 
Error 6286.767 20 314.3383 
   
       Total 36617.57 29         
 
 Ho: There is no significant difference on rating of Internet charges between   
        companies 
 H1: There is significant difference on rating of Internet charges between   
         companies 
 α = 0.05,   Here Ftab=3.04E-08< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that Internet 
 charges are same for all the companies. 
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 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Cheap 46 38 27 88 28 28 254 
Economical 106 92 111 95 73 73 550 
Average 35 44 48 15 59 59 259 
Exclusive 8 24 13 1 35 35 116 
Premium 6 2 1 1 6 6 21 
 200 200 200 200 200 200 1200 
 
 Ho: Internet Charges rating is independent of service providers. 
 H1: Internet Charges rating is not independent of service providers . 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 tab = 174.99 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that rating  Internet charges and service provider are not independent. 
5.12.8-Talk Time Scheme 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  Cheap 6 721.353 120.2255 859.0515 
  Economical 6 338.2584 56.3764 341.4773 
  Average 6 93.34295 15.55716 116.0674 
  Exclusive 6 34.3074 5.7179 56.09301 
  Premium 6 12.72085 2.120142 8.654565 
  
       BSNL 5 199.983 39.9966 4128.654 
  TATA 5 200 40 2385.5 
  Reliance 5 200 40 2772 
  Airtel 5 199.9998 39.99996 4402.667 
  Vodafone 5 199.9998 39.99996 1038.232 
  Idea 5 200 40 1867.5 
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ANOVA 
      Source of 
Variation SS df MS F 
P-
value F crit 
Rows 59471.5 4 14867.87 43.05336 
1.48E-
09 2.866081 
Columns 4.77E-05 5 9.54E-06 2.76E-08 1 2.71089 
Error 6906.719 20 345.3359 
   
       Total 66378.21 29         
        Ho: There is no significant difference on rating of Talk time Scheme     
        between companies 
 H1: There is significant difference on rating of Talk time Scheme between   
        companies 
 α = 0.05,  Here Ftab=2.76E-08< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that Talk time 
 Scheme call  charges are same for all the companies. 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Cheap 153 109 121 156 83 100 721 
Economical 30 74 66 37 60 71 338 
Average 10 13 9 6 36 19 93 
Exclusive 5 4 3 0 21 2 34 
Premium 2 0 1 1 1 8 13 
 200 200 200 200 200 200 1200 
 
 Ho: Talk time rating is independent of service providers (Companies) 
 H1: Talk time rating is not independent of service providers (Companies) 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 tab = 172.79 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that rating of talk time and service provider are not independent. 
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5.13: Evaluation of Effectiveness of preferred buying channels.  
 
 
 
 Above figures reflects most preferred convenience place to buy telecom 
 services there is significant value or most preferred channels is franchise 
 (40%), others (21%) and online. There is less preferred channels are 
 customer care centers and company outlets. 
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5.14: Evaluation of influences most the decision to purchase telecom services 
 
 
 Above figures reflects most influence source to make decision for purchase 
 telecom services there is significant value or most influence is self (41%), 
 friends (34%) and sales person (16%). There is less influence source are 
 children’s (5%), parents (2%) and spouse(2%). 
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5.15: Evaluation of Effectiveness of Source of Information. 
 
 
 Above figures reflects advertising media which influence most to choose  
 telecom  service provide there is significant value or most influence 
 advertising media is Television  (34%), Print media (36%) and Word of 
 mouth (16%). There is less influence advertising media are Road side 
 hoarding (3%),Radio (3%). 
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5.16:  Evaluation of effectiveness of fault booking medium 
  
 
 
 Above figures reflects most preferred medium for fault booking and 
 grievance address  which uses most, there is significant value or most 
 preferred medium is Telephone  (34%), service provider  visit to your place 
 (21%). There is less preferred medium are visit to service provider office 
 (9%), SMS complaint (10%) and online(7%). 
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5.17:  Evaluation of Various Purposes of Usage 
 
5.17.1. To stay in touch 
 
 Ho: Reason to stay in touch is independent of service providers.  
 H1: Reason to stay in touch is dependent of service providers 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that need of  stay in touch and service providers are dependent. 
5.17.2. For business or professional uses 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Strongly disagree 4 2 0 0 0 1 7 
Disagree  4 0 4 0 2 4 14 
Neutral 36 42 45 18 51 30 222 
Agree 93 89 108 124 71 98 583 
Strongly agree 61 67 43 58 76 67 372 
 200 200 200 200 200 200 1200 
 
 Ho: Reason for professional uses is independent of service providers.  
 H1: Reason for professional uses is dependent of service  providers 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that need for business or professional uses and service provider are 
 dependent. 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Strongly disagree 2 0 0 0 0 2 4 
Disagree  2 0 2 0 10 3 17 
Neutral 8 7 10 2 27 5 60 
Agree 107 74 99 86 55 81 501 
Strongly agree 79 119 89 112 108 109 617 
 200 200 200 200 200 200 1200 
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5.17.3. As a status symbol 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Strongly disagree 4 7 2 1 2 5 20 
Disagree  11 4 12 11 17 19 73 
Neutral 146 131 146 110 113 121 767 
Agree 31 41 35 60 54 40 261 
Strongly agree 7 17 5 18 14 15 76 
 200 200 200 200 200 200 1200 
 
 Ho: Reason for as a status symbol uses is independent of service providers.  
 H1: Reason for as a status symbol uses is dependent of service providers 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that need for as a status symbol uses and service provider are dependent. 
5.17.4. It is advantageous over land line 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Strongly disagree 2 3 0 0 1 1 7 
Disagree  5 8 2 3 5 1 24 
Neutral 80 60 81 49 90 69 430 
Agree 88 107 104 106 87 88 580 
Strongly agree 23 22 13 42 17 41 158 
 200 200 200 200 200 200 1200 
 
 Ho: Reason for advantageous over land line uses is independent of service   
        providers.  
 H1: Reason for advantageous over land line uses is dependent of service  
        providers 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that need for advantageous over land line uses and service provider are 
 dependent. 
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5.17.5. It is add to mobility 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Strongly disagree 1 0 1 0 1 3 6 
Disagree  1 6 1 1 21 4 34 
Neutral 36 52 39 25 50 34 237 
Agree 111 63 95 116 107 95 588 
Strongly agree 49 79 64 57 20 64 333 
 200 200 200 200 199 200 1200 
 
 Ho: Reason of add to mobility uses is independent of service providers.  
 H1: Reason of add to mobility uses is dependent of service providers 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that need for add to mobility and service provider are dependent. 
5.17.6. Convenience of calling any time 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Strongly disagree 0 4 1 1 1 1 8 
Disagree  2 1 1 0 19 2 25 
Neutral 16 18 24 12 56 23 149 
Agree 113 116 101 68 80 91 569 
Strongly agree 67 61 73 120 44 83 447 
 200 200 200 200 200 200 1200 
 
 Ho: Reason of Convenience of calling any time is independent of service   
        providers.  
          H1: Reason of Convenience of calling any time is dependent of service 
 providers 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 cal = 89.26275 > χ2 crit. = 31.4 
Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say that 
need  for Convenience of calling any time and service provider are dependent. 
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5.17.7. Makes you easily accessible 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Strongly disagree 2 2 0 0 2 1 7 
Disagree  2 4 3 1 25 3 38 
Neutral 21 36 29 29 56 26 197 
Agree 118 81 101 106 90 99 594 
Strongly agree 55 77 67 65 27 71 362 
 200 200 200 200 200 200 1200 
 
 Ho: Reason of easily accessible is independent of service providers.  
 H1: Reason of easily accessible is dependent of service providers 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that need for easily accessible and service providers are dependent. 
5.17.8. Overall 
 
    Very 
Dissatisfied Dissatisfied Neutral Satisfied 
Very 
Satisfied 
 
To stay in touch 4 17 60 501 617 1198 
For business or 
professional uses 7 14 222 583 372 1198 
As a status symbol 20 73 767 261 76 1198 
It is advantageous over 
land line 7 24 430 580 158 1198 
It is add to mobility 6 34 237 588 333 1198 
Convenience of calling 
any time 8 25 149 569 447 1198 
 7 38 197 594 362 1198 
 
 Ho: Reason to need mobile is independent of different service providers  
    H1: Reason to need mobile is dependent of different service providers  
          α = 0.05, degree of freedom (df) = (7-1)*(4-1)=(6-1)(5-1)=24 
 χ2 cal = 1974.557 > χ2 crit. = 31.4   
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 reason to need mobile is dependent of different service providers. 
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5.18: Evaluation of effectiveness of the factors in a telecom product before 
making purchase decision.    
 
 
 
 Above figures reflects most affecting factors for making purchase decision, 
 there is significant value or most affecting factors is value for money (32%), 
 price and discount (29%). There is less affecting factors are brand credibility 
 (22%), after sales  service(15%),vehicle performance(1%) and add on 
 features(1%). 
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5.19: Evaluation of Different Services of subscribers 
5.19.1- Short message services 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  Never 6 28.2096 4.7016 10.9934 
  Rarely  6 70.6892 11.78153 28.58026 
  Sometimes 6 162.3704 27.06173 150.9077 
  Often  6 323.1436 53.85727 50.97199 
  Always 6 614.5564 102.4261 595.7118 
  
       BSNL 5 199.02 39.804 638.0367 
  TATA 5 200 40 1170 
  RELIANCE 5 200 40 1716.5 
  AIRTEL 5 199.962 39.9924 2818.223 
  VODAFONE 5 199.9872 39.99744 2665.192 
  IDEA 5 200 40 1486.5 
  
       
       ANOVA 
      Source of 
Variation SS df MS F 
P-
value F crit 
Rows 37792.14 4 9448.034 45.14469 
9.72E-
10 2.866081 
Columns 0.156983 5 0.031397 0.00015 1 2.71089 
Error 4185.668 20 209.2834 
   
       Total 41977.96 29         
 Ho: There is no significant difference on availing of SMS services among   
         companies 
 H1: There is significant difference on availing of SMS services among   
         companies  
 α = 0.05,   Here Ftab=0.00015< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that availing of 
 SMS services are same for all the companies. 
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 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Never 9 4 4 2 1 8 28 
Rarely  18 16 7 8 6 16 71 
Sometimes 46 38 26 14 19 20 162 
Often  63 50 61 45 48 55 323 
Always 64 92 102 130 126 101 615 
 200 200 200 200 200 200 1200 
 
 Ho: Usage of SMS services is independent of service providers. 
 H1: Usage of SMS services is not independent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 tab =85.97 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that usage of SMS services and service provider are not independent. 
5.19.2. GPRS /Internet 
       
       SUMMARY Count Sum Average Variance 
  Never 6 239.3732 39.89553 194.9448 
  Rarely  6 93.0256 15.50427 16.01212 
  Sometimes 6 240.3604 40.06007 9.634595 
  Often  6 447.3456 74.5576 187.9045 
  Always 6 178.8644 29.81073 48.29088 
  
       BSNL 5 199.02 39.804 381.1614 
  TATA 5 200 40 455 
  RELIANCE 5 200 40 243.5 
  AIRTEL 5 199.962 39.9924 754.1155 
  VODAFONE 5 199.9872 39.99744 1008.815 
  IDEA 5 200 40 575.5 
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ANOVA 
      Source of 
Variation SS df MS F 
P-
value F crit 
Rows 11388.59 4 2847.148 24.93367 
1.58E-
07 2.866081 
Columns 0.156983 5 0.031397 0.000275 1 2.71089 
Error 2283.778 20 114.1889 
   
       Total 13672.53 29         
 
 Ho: There is no significant difference on availing of GPRS/Internet services   
        among companies 
 H1: There is significant difference on availing of GPRS/Internet services    
         among  companies  
 α = 0.05,  Here Ftab=0.000275< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that availing of 
 GPRS/Internet services is same for all the companies. 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Never 61 44 45 29 21 39 239 
Rarely  19 17 17 13 9 19 93 
Sometimes 36 45 42 40 39 38 240 
Often  59 71 60 86 92 80 447 
Always 24 23 36 33 39 24 179 
 200 200 200 200 200 200 1200 
 
 Ho: Usage of GPRS/Internet services is independent of service providers.  
 H1: Usage of GPRS/Internet services is not independent of service providers  
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 tab =51.68 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that usage of GPRS/Internet services and service provider are not 
 independent. 
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5.19.3. Call diverting  
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  13.02 5 109.9096 21.98192 2.873398 
  9.3 5 178.6264 35.72528 452.6805 
  3.72 5 66.7896 13.35792 304.2957 
  6.51 5 38.4272 7.68544 81.19874 
  
       151 4 49 12.25 76.25 
  149 4 51 12.75 74.25 
  117.438 4 82.524 20.631 559.3089 
  54.7584 4 145.2288 36.3072 345.2884 
  134 4 66 16.5 289.6667 
  
       
       
 
 
 
 
ANOVA 
      Source of 
Variation SS df MS F P-value F crit 
Rows 2232.939 3 744.313 4.95836 0.018242 3.490295 
Columns 1562.84 4 390.7101 2.602778 0.089256 3.259167 
Error 1801.353 12 150.1127 
   
       Total 5597.132 19         
 
 Ho: There is no significant difference on availing of Call Diverting services   
        among companies 
 H1: There is significant difference on availing of Call Diverting services   
        among  companies  
 α = 0.05,   Here Ftab=5.21E-05< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that availing of 
 GPRS/Internet services is same for all the companies. 
244 
 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Never 166 151 149 117 55 134 773 
Rarely  13 24 22 23 21 20 123 
Sometimes 9 10 18 53 59 39 188 
Often  4 3 7 6 44 6 71 
Always 7 12 4 0 21 1 45 
 200 200 200 200 200 200 1200 
 
 Ho: Usage of Call Diverting services is independent of service providers . 
 H1: Usage of Call Diverting services is not independent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 tab =296.72 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that usage of Call Diverting services and service provider are not 
 independent. 
5.19.4- Information base service 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  13.02 5 104.4136 20.88272 28.29852 
  13.02 5 192.9048 38.58096 803.0554 
  7.44 5 85.318 17.0636 162.0283 
  2.79 5 9.7296 1.94592 14.56822 
  
       159 4 41 10.25 51.58333 
  144 4 56 14 147.3333 
  116.38 4 83.582 20.8955 624.1387 
  49.2032 4 150.784 37.696 873.5339 
  139 4 61 15.25 158.25 
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ANOVA 
      Source of 
Variation SS df MS F P-value F crit 
Rows 3400.104 3 1133.368 6.283647 0.008287 3.490295 
Columns 1867.387 4 466.8469 2.588304 0.090453 3.259167 
Error 2164.414 12 180.3679 
   
       Total 7431.905 19         
 
 Ho: There is no significant difference on availing of Information base     
        services among companies 
 H1: There is significant difference on availing of Information Base services  
        among  companies  
 α = 0.05,   Here Ftab=4.62E-05< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that availing of 
 Information  Base services is same for all the companies. 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Never 163 159 144 116 49 139 770 
Rarely  13 18 28 15 25 19 117 
Sometimes 13 9 19 57 78 30 206 
Often  7 13 9 12 40 12 93 
Always 3 1 0 0 9 0 13 
 200 200 200 200 200 200 1200 
 
 
 Ho: Usage of Information Base services is independent of service providers. 
 H1: Usage of Information Base services is dependent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
  χ2 tab =263.046 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say  
 that usage of Information base services and service provider are dependent. 
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5.19.5-For STD calling 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  Never 6 144.6296 24.10493 116.5905 
  Rarely  6 257.5548 42.9258 271.6327 
  Sometimes 6 363.1048 60.51747 328.8499 
  Often  6 308.7864 51.4644 712.8141 
  Always 6 124.8936 20.8156 54.47985 
  
       BSNL 5 199.02 39.804 211.641 
  TATA 5 200 40 932.5 
  RELIANCE 5 200 40 278 
  AIRTEL 5 199.962 39.9924 858.7761 
  VODAFONE 5 199.9872 39.99744 775.4739 
  IDEA 5 200 40 571.5 
  
       
       ANOVA 
      Source of 
Variation SS df MS F P-value F crit 
Rows 7089.886 4 1772.471 4.776471 0.007206 2.866081 
Columns 0.156983 5 0.031397 8.46E-05 1 2.71089 
Error 7421.678 20 371.0839 
   
       Total 14511.72 29         
 
 Ho: There is no significant difference on usage of STD Call services among  
         companies 
 H1: There is significant difference on usage of STD Call services among     
        companies 
 α = 0.05,   Here Ftab=8.46E-05< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that availing of 
 STD call services  are same for all the companies. 
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 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Never 35 12 36 30 17 15 145 
Rarely  45 46 46 30 22 70 259 
Sometimes 61 89 62 34 66 51 363 
Often  37 18 40 91 75 48 309 
Always 21 35 16 16 21 16 125 
 200 200 200 200 200 200 1200 
 
 Ho: Usage of STD call services is independent of service providers. 
 H1: Usage of STD Call services is not independent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
  χ2 tab =166.11 > χ2 crit. = 31.4 
Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say that 
usage  of STD call services and service provider are not independent. 
5.19.6-For local calling 
 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  Never 6 9.5512 1.591867 1.834669 
  Rarely  6 14.1884 2.364733 6.56089 
  Sometimes 6 63.772 10.62867 206.8121 
  Often  6 92.5148 15.41913 240.1373 
  Always 6 1018.943 169.8238 1003.729 
  
       BSNL 5 199.02 39.804 6602.82 
  TATA 5 200 40 6230.5 
  RELIANCE 5 200 40 6062.5 
  AIRTEL 5 199.962 39.9924 6876.477 
  VODAFONE 5 199.9872 39.99744 1722.065 
  IDEA 5 200 40 6148.5 
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       ANOVA 
      Source of 
Variation SS df MS F 
P-
value F crit 
Rows 127276.2 4 31819.06 87.23271 
2.29E-
12 2.866081 
Columns 0.156983 5 0.031397 8.61E-05 1 2.71089 
Error 7295.213 20 364.7606 
   
       Total 134571.6 29         
 Ho: There is no significant difference on usage of Local Call services among 
  companies 
 H1: There is significant difference on usage of Local Call services among  
  companies 
 α = 0.05,  Here Ftab=8.61E-05< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that availing of 
 Local  calls services are same for all the companies. 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Never 3 2 0 3 2 0 10 
Rarely  1 0 1 2 7 3 14 
Sometimes 2 6 8 4 40 4 64 
Often  8 11 12 2 46 13 93 
Always 185 181 179 188 106 180 1019 
 200 200 200 200 200 200 1200 
 
 Ho: Usage of Local call services is independent of service providers. 
 H1: Usage of Local call services is not independent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
  χ2 tab =225.48  > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that usage of Local call services and service provider are not independent. 
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5.19.7-Get news updates 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  Never 6 419.7672 69.9612 823.3336 
  Rarely  6 370.4848 61.74747 182.9898 
  Sometimes 6 158.2296 26.3716 153.4362 
  Often  6 211.5292 35.25487 583.6113 
  Always 6 38.9584 6.493067 39.47699 
  
       BSNL 5 199.02 39.804 1859.708 
  TATA 5 200 40 1016 
  RELIANCE 5 200 40 1176.5 
  AIRTEL 5 199.962 39.9924 929.8557 
  VODAFONE 5 199.9872 39.99744 461.833 
  IDEA 5 200 40 837 
  
       
       ANOVA 
      Source of 
Variation SS df MS F P-value F crit 
Rows 16209.5 4 4052.376 9.092077 0.000236 2.866081 
Columns 0.156983 5 0.031397 7.04E-05 1 2.71089 
Error 8914.082 20 445.7041 
   
       Total 25123.74 29         
 
 Ho: There is no significant difference on availing of news update services   
        among companies. 
 H1: There is significant difference on availing of news update services   
        among companies. 
 α = 0.05,   Here Ftab=7.04E-05< Fcrit = 2.71089 
 
 Hence our null Hypothesis Ho is accepted and we can say that availing of 
 news update services are same for all the companies. 
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 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Never 101 81 92 73 25 47 420 
Rarely  69 67 53 49 50 83 370 
Sometimes 15 25 30 16 48 25 159 
Often  12 10 23 61 65 40 212 
Always 3 17 2 1 11 5 39 
 200 200 200 200 200 200 1200 
 
 Ho: Usage of News update Services is independent of service providers. 
          H1: Usage of News update Services is not independent of service providers . 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
  χ2 tab =261.64 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that usage of News update services and service provider are not independent. 
5.19.8-Other services (banking etc.) 
Anova: Two-Factor Without Replication 
   
       SUMMARY Count Sum Average Variance 
  Never 6 860.9392 143.4899 1246.03 
  Rarely  6 83.2832 13.88053 116.1404 
  Sometimes 6 127.1608 21.19347 211.5077 
  Often  6 112.63 18.77167 259.954 
  Always 6 14.956 2.492667 5.089793 
  
       BSNL 5 199.02 39.804 6026.364 
  TATA 5 200 40 5807.5 
  RELIANCE 5 200 40 4606 
  AIRTEL 5 199.962 39.9924 2268.615 
  VODAFONE 5 199.9872 39.99744 960.6354 
  IDEA 5 200 40 3034.5 
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ANOVA 
      Source of 
Variation SS df MS F 
P-
value F crit 
Rows 81621.01 4 20405.25 44.39084 
1.13E-
09 2.866081 
Columns 0.156983 5 0.031397 6.83E-05 1 2.71089 
Error 9193.45 20 459.6725 
   
       Total 90814.61 29         
 
 Ho: There is no significant difference on availing of other services among   
         companies 
 H1: There is significant difference on availing of other services among     
         companies 
 α = 0.05,   Here Ftab=6.83E-05< Fcrit = 2.71089 
 Hence our null Hypothesis Ho is accepted and we can say that availing of 
 other services is same for all the companies. 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Never 179 176 161 118 89 138 861 
Rarely  4 13 13 4 33 16 83 
Sometimes 7 9 17 45 30 19 127 
Often  9 2 6 31 44 21 113 
Always 1 0 3 1 4 6 15 
 200 200 200 200 200 200 1200 
 
 Ho: Usage of other services is independent of service providers. 
 H1: Usage of other services is not independent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
  χ2 tab =215.146 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that usage of other services and service provider are not independent. 
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5.20: considerations prior to purchase decision for a service provider 
 
RELIABILITY FOR DATA COLLECTED FROM SUBSCRIBERS 
  
Prior to analysis of the results, the research instrument was tested for its reliability. 
Several measures of reliability can ascertain the reliability of a measuring 
instrument. These include test-retest method, equivalent forms, split halves method 
and internal consistency method. Of all the above methods, the internal consistency 
method requires only one administration and consequently is supposed to be most 
effective, especialy in field studies. Moreover, this method is considered to be the 
most general form of reliability analysis. In this method, reliability is 
operationalised as internal consistency, which is the degree of inter correlation 
among the items that constitute a scale. Internal consistency is estimated using a 
reliability coefficient called Cronbach’s alpha. An alpha value of 0.60 and 0.70 or 
above is considered to be the criterion for demonstrating internal consistency of 
new scales and established scales respectively. Reliability of the measurements 
was determined using Cronbach’s Coefficient alpha. In this research, following are 
the research for the data collected from subscribers: 
R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A) 
 
  Reliability Coefficients 
 
N of Cases =   1200.0                    N of Items = 16 
 
Alpha =    .8114 
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5.20.1-BSNL 
 
 
 
 
 In order to find out the key reasons for opting telecom service provider, a 
 factor analytic technique has been used.  
 Here Kaiser-Meyer-Olkin measure of sampling adequacy(MSA) for 
 individual variables was found  to be sufficiently high for all variables. 
 Overall KMO-MSA = 0.705 which Indicates that the sample was good 
 enough for sampling. Bartlett’s test of spherity showed statistically 
 significant number of correlations among the variables (Appx. Chi 
 square = 1115.614, df = 120, significance=.000). Principal component 
 analysis was employed for extracting factors. The number of factors to be 
KMO and Bartlett's Test
.705
1115.614
120
.000
Kaiser-Meyer-Olkin Measure of  Sampling
Adequacy.
Approx. Chi-Square
df
Sig.
Bartlett's  Test of
Sphericity
Total Variance Explained
4.034 25.212 25.212 4.034 25.212 25.212 2.415 15.094 15.094
2.389 14.931 40.142 2.389 14.931 40.142 2.351 14.696 29.790
1.677 10.481 50.623 1.677 10.481 50.623 2.336 14.599 44.390
1.384 8.652 59.275 1.384 8.652 59.275 1.911 11.941 56.331
1.215 7.595 66.870 1.215 7.595 66.870 1.686 10.539 66.870
.953 5.956 72.826
.761 4.754 77.581
.662 4.138 81.719
.518 3.240 84.959
.480 2.998 87.957
.449 2.805 90.762
.373 2.331 93.094
.330 2.061 95.155
.276 1.728 96.883
.262 1.639 98.521
.237 1.479 100.000
Component
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
Total % of  Variance Cumulative % Total % of  Variance Cumulative % Total % of  Variance Cumulative %
Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of  Squared Loadings
Extraction Method: Principal Component Analysis.
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 extracted was finalized on the basis of Eigen values i.e. Eigen values > 1. 
 All factor loadings greater than  0.30(ignoring signs) have been considered 
 for further analysis. 
 
 
Factor 
Number 
Name of Factor (% of 
Variance) 
Statement Factor Loading 
Factor 1 Promotional activities 
(25.21%) 
 Advertisement 
 Sales promotion offers 
 Value added services 
 Ease of availability 
Factor 2 Call Facility 
(14.93%) 
 
 Roaming facility 
 Accessing speed 
 Rebate and discount on calls 
Factor 3 Service Quality  
 
(10.48%) 
 Brand image 
 Network connectivity 
 Special attention to coverage 
 Sales promotion offers 
 Consideration  to call tariff 
Factor  4 
 
Reliability 
(08.65%) 
 Service quality 
 Reliability of service provider 
Factor  5 
 
 Assurance  
(07.59%) 
 Voice clarity 
 Transparency in billing 
Scree Plot
Component Number
16151413121110987654321
Eig
en
va
lue
5
4
3
2
1
0
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There is significant effect of Promotional activities (25.21%), call facility (14.93%) 
and service quality (6.41%)  then other factors in prior purchase decision of 
subscribers in BSNL. 
 
5.20.2-TATA 
 
 
 
In order to find out the key reasons for opting telecom service provider, a factor 
analytic technique has been used.  
Here Kaiser-Meyer-Olkin measure of sampling adequacy(MSA) for individual 
variables was found  to be sufficiently high for all variables. Overall KMO-MSA = 
0.676 which indicates that the sample was good enough for sampling. Bartlett’s 
KMO and Bartlett's Test
.676
1570.748
120
.000
Kaiser-Meyer-Olkin Measure of  Sampling
Adequacy.
Approx. Chi-Square
df
Sig.
Bartlett's  Test of
Sphericity
Total Variance Explained
4.119 25.747 25.747 4.119 25.747 25.747 3.010 18.811 18.811
2.773 17.331 43.078 2.773 17.331 43.078 2.828 17.674 36.486
1.937 12.108 55.186 1.937 12.108 55.186 2.542 15.886 52.372
1.501 9.381 64.567 1.501 9.381 64.567 1.648 10.302 62.674
1.073 6.706 71.273 1.073 6.706 71.273 1.376 8.599 71.273
.993 6.209 77.481
.786 4.913 82.394
.585 3.654 86.047
.485 3.033 89.080
.414 2.585 91.665
.349 2.180 93.845
.253 1.582 95.427
.234 1.462 96.889
.195 1.220 98.109
.180 1.128 99.237
.122 .763 100.000
Component
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
Total % of  Variance Cumulative % Total % of  Variance Cumulative % Total % of  Variance Cumulative %
Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of  Squared Loadings
Extraction Method: Principal Component Analysis.
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test of spherity showed statistically signinficant number of correlations among the 
variables (Appx.Chi square = 1570.748, df = 120, significance=.000). Principal 
component analysis was employed for extracting factors. The number of factors to 
be extracted was finalized on the basis of Eigen values i.e. Eigen values > 1. All 
factor loadings greater than 0.30 (ignoring signs) have been considered for further 
analysis. 
 
Factor 
Number 
Name of Factor (% of 
Variance) 
Statement Factor Loading 
Factor 1 Service Quality 
(25.74%) 
 Brand image 
 Network connectivity 
 Service quality 
 Reliability of service provider 
Factor 2 Call facility 
(17.34%) 
 
 Roaming facility 
 Accessing speed 
Factor 3 Promotional activities 
(12.10%) 
 
 Sales promotion offers 
 Value added services 
 Ease of availability 
 Advertisement 
Factor  4 
 
 
Service Quality 
(09.38%) 
 Special attention to coverage 
 Consideration  to call tariff 
Factor  5 
 
Reliability 
(06.70%) 
 Rebate and discount on calls 
 Transparency in billing 
Scree Plot
Component Number
16151413121110987654321
Eig
en
va
lue
5
4
3
2
1
0
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There is significant effect of service quality (25.71%), call facility (17.34%) and 
Promotional activities (12.10%)  then other factors in prior purchase decision of 
subscribers in TATA. 
 
 
5.20.3-RELIANCE 
 
 
 
 In order to find out the key reasons for opting telecom service provider, a 
 factor analytic technique has been used.  
 Here Kaiser-Meyer-Olkin measure of sampling adequacy(MSA) for 
 individual variables was found  to be sufficiently high for all variables. 
 Overall KMO-MSA = 0.718 which indicates that the sample was good 
KMO and Bartlett's Test
.718
1163.465
120
.000
Kaiser-Meyer-Olkin Measure of  Sampling
Adequacy.
Approx. Chi-Square
df
Sig.
Bartlett's  Test of
Sphericity
Total Variance Explained
4.317 26.983 26.983 4.317 26.983 26.983 2.971 18.570 18.570
2.173 13.584 40.567 2.173 13.584 40.567 2.257 14.106 32.676
1.697 10.607 51.174 1.697 10.607 51.174 2.220 13.872 46.548
1.425 8.909 60.083 1.425 8.909 60.083 2.166 13.535 60.083
.992 6.198 66.281
.912 5.698 71.979
.813 5.082 77.062
.775 4.842 81.904
.518 3.238 85.142
.503 3.143 88.285
.458 2.863 91.148
.367 2.292 93.440
.307 1.920 95.360
.292 1.826 97.186
.247 1.544 98.730
.203 1.270 100.000
Component
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
Total % of  Variance Cumulative % Total % of  Variance Cumulative % Total % of  Variance Cumulative %
Initial Eigenvalues Extrac tion Sums of Squared Loadings Rotation Sums of  Squared Loadings
Extrac tion Method: Principal Component Analysis.
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 enough for sampling. Bartlett’s test of spherity showed statistically 
 significant number of correlations among the variables (Appx. Chi 
 square = 1163.465, df = 120, significance=.000). Principal component 
 analysis was employed for extracting factors. The number of factors to be 
 extracted was finalized on the basis of Eigen values i.e. Eigen values > 1. 
 All factor loadings greater than 0.30 (ignoring signs) have been considered 
 for further analysis.  
 
 
 
 
Factor 
Number 
Name of Factor (% of 
Variance) 
Statement Factor Loading 
Factor 1 Promotional activities & 
customer care 
 
(26.98%) 
 Brand image 
 Advertisement 
 Sales promotion offers 
 Value added services 
 Ease of availability 
 Customer care services 
Factor 2 Service reliability 
(13.58%) 
 
 Consideration  to call tariff 
 Service quality 
 Reliability of service provider 
Factor 3  
Service Quality & 
Assurance 
(10.60%) 
 Network connectivity 
 Special attention to coverage 
 Voice clarity 
 Transparency in billing 
Scree Plot
Component Number
16151413121110987654321
Ei
ge
nv
alu
e
5
4
3
2
1
0
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Factor  4 
 
 
Call facility 
(08.90%) 
 Roaming facility 
 Accessing speed 
 Voice clarity 
There is significant effect of Promotional activities & Customer care (26.98%), 
reliability of service provider (13.58%) and (12.10%)  then other factors in prior 
purchase decision of subscribers in Reliance. 
 
 
5.20.4-AIRTEL 
 
 
 
 
 In order to find out the key reasons for opting telecom service provider, a 
 factor analytic technique has been used.  
 Here Kaiser-Meyer-Olkin measure of sampling adequacy (MSA) for 
 individual variables was found to be sufficiently high for all variables. 
 Overall KMO-MSA = 0.692 which indicates that the sample was good 
Total Variance Explained 
3.321 20.757 20.757 3.321 20.757 20.757 2.781 17.379 17.379 
2.369 14.807 35.564 2.369 14.807 35.564 2.034 12.713 30.092 
1.945 12.158 47.723 1.945 12.158 47.723 1.853 11.582 41.674 
1.364 8.527 56.250 1.364 8.527 56.250 1.807 11.294 52.968 
1.109 6.930 63.180 1.109 6.930 63.180 1.634 10.212 63.180 
.883 5.521 68.701 
.824 5.153 73.854 
.789 4.930 78.784 
.641 4.006 82.790 
.569 3.554 86.344 
.470 2.937 89.282 
.413 2.578 91.860 
.381 2.382 94.242 
.350 2.185 96.428 
.304 1.902 98.330 
.267 1.670 100.000 
Component 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative % 
Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 
Extraction Method: Principal Component Analysis. 
KMO and Bartlett's Test 
.692 
833.93
4 120 
.000 
Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. 
Approx. Chi-Square 
df 
Sig. 
Bartlett's Test of 
Sphericity 
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 enough for sampling. Bartlett’s test of spherity showed statistically 
 significant number of correlations among the variables (Appx. Chi 
 square = 833.934, df = 120, significance=.000). Principal component 
 analysis was employed for extracting factors. The number of factors to be 
 extracted was finalized on the basis of Eigen values i.e. Eigen values > 1. 
 All factor loadings greater than 0.30  (ignoring signs) have been considered 
 for further analysis.  
 
 
Factor 
Number 
Name of Factor (% of 
Variance) 
Statement Factor Loading 
Factor 1  
Service Quality  
(20.75%) 
 Special attention to coverage 
 Consideration  to call tariff 
 Service quality 
 Reliability of service provider 
 Network connectivity 
Factor 2 Promotional activities 
(14.80%) 
 
 Advertisement 
 Sales promotion offers 
 Value added services 
Factor 3 Call facility 
(12.15%) 
 
 Roaming facility 
 Accessing speed 
 Rebate and discount on calls 
Factor  4 
 
 Customer care 
(08.52%) 
 Ease of availability 
 Customer care services 
 Brand image 
Scree Plot
Component Number
16151413121110987654321
Ei
ge
nv
alu
e
3.5
3.0
2.5
2.0
1.5
1.0
.5
0.0
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Factor  5 
 
Assurance 
(06.93%) 
 Voice clarity 
 Transparency in billing 
There is significant effect of Service Quality (20.75%), Promotional activities 
(14.80%) and call facility(12.10%)  then other factors in prior purchase decision of 
subscribers in Airtel. 
 
 
5.20.5-VODAFONE 
 
 
 
 In order to find out the key reasons for opting telecom service provider, a 
 factor analytic technique has been used.  
KMO and Bartlett's Test
.838
1225.644
120
.000
Kaiser-Meyer-Olkin Measure of  Sampling
Adequacy.
Approx. Chi-Square
df
Sig.
Bartlett's  Test of
Sphericity
Total Variance Explained
5.623 35.145 35.145 5.623 35.145 35.145 3.254 20.335 20.335
1.846 11.540 46.685 1.846 11.540 46.685 2.371 14.820 35.155
1.297 8.103 54.788 1.297 8.103 54.788 2.158 13.490 48.645
1.053 6.578 61.367 1.053 6.578 61.367 2.036 12.722 61.367
.880 5.501 66.868
.819 5.119 71.987
.696 4.351 76.339
.681 4.254 80.593
.588 3.675 84.268
.483 3.017 87.284
.450 2.813 90.097
.409 2.555 92.652
.377 2.356 95.008
.317 1.980 96.988
.264 1.650 98.638
.218 1.362 100.000
Component
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
Total % of  Variance Cumulative % Total % of  Variance Cumulative % Total % of  Variance Cumulative %
Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of  Squared Loadings
Extraction Method: Principal Component Analysis.
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 Here Kaiser-Meyer-Olkin measure of sampling adequacy(MSA) for 
 individual variables was found  to be sufficiently high for all variables. 
 Overall KMO-MSA = 0.838  which  indicates that the sample was good 
 enough for sampling. Bartlett’s test of spherity showed statistically 
 significant number of correlations among the variables (Appx. Chi 
 square = 1225.644, df = 120, significance=.000). Principal component 
 analysis was employed for extracting factors. The number of factors to be 
 extracted was finalized on the basis of Eigen values i.e. Eigen values > 1. 
 All factor loadings greater than 0.30  (ignoring signs) have been considered 
 for further analysis.  
 
Factor 
Number 
Name of Factor (% of 
Variance) 
Statement Factor Loading 
Factor 1 Assurance  
(35.14%) 
 
 Consideration  to call tariff 
 Ease of availability 
 Voice clarity 
Factor 2 Call facility and customer 
care 
 
(11.54%) 
 Roaming facility 
 Accessing speed 
 Rebate and discount on calls 
 Transparency in billing 
 Customer care services 
Factor 3  Service  quality and  Brand image 
Scree Plot
Component Number
16151413121110987654321
Ei
ge
nv
al
ue
6
5
4
3
2
1
0
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Reliability 
 
(08.10%) 
 Network connectivity 
 Special attention to coverage 
 Service quality 
 Reliability of service provider 
 
Factor   4 
 
Promotion activities  
(06.58%) 
 Advertisement 
 Sales promotion offers 
 Value added services 
There is significant effect of Assurance (35.14%), call facility & customer care 
(11.54%) and Service quality & reliability (8.10%)  then other factors in prior 
purchase decision of subscribers in Vodafone. 
5.20.6-IDEA 
 
 
 
KMO and Bartlett's Test
.668
764.420
120
.000
Kaiser-Meyer-Olkin Measure of  Sampling
Adequacy.
Approx. Chi-Square
df
Sig.
Bartlett's  Test of
Sphericity
Total Variance Explained
2.945 18.409 18.409 2.945 18.409 18.409 2.435 15.217 15.217
2.317 14.484 32.894 2.317 14.484 32.894 2.097 13.109 28.326
1.927 12.045 44.938 1.927 12.045 44.938 2.007 12.541 40.868
1.561 9.755 54.694 1.561 9.755 54.694 1.905 11.904 52.771
1.158 7.239 61.933 1.158 7.239 61.933 1.466 9.162 61.933
.960 5.998 67.931
.808 5.047 72.978
.689 4.304 77.281
.609 3.805 81.087
.566 3.535 84.622
.513 3.204 87.826
.470 2.940 90.766
.457 2.858 93.624
.445 2.779 96.403
.324 2.028 98.431
.251 1.569 100.000
Component
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
Total % of  Variance Cumulative % Total % of  Variance Cumulative % Total % of  Variance Cumulative %
Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of  Squared Loadings
Extraction Method: Principal Component Analysis.
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 In order to find out the key reasons for opting telecom service provider, a 
 factor analytic technique has been used.  
 Here Kaiser-Meyer-Olkin measure of sampling adequacy(MSA) for 
 individual variables was found  to be sufficiently high for all variables. 
 Overall KMO-MSA = 0.668 which indicates that the sample was good 
 enough for sampling. Bartlett’s test of spherity showed statistically 
 significant number of correlations among the variables (Appx. Chi square = 
 764.420, df =120, significance=.000). Principal component analysis  was 
 employed for extracting factors. The number of factors to be extracted 
 was finalized on the basis of Eigen values i.e. Eigen values > 1. All factor 
 loadings greater than 0.30 (ignoring signs) have been considered for further 
 analysis. 
 
Factor 
Number 
Name of Factor (% of 
Variance) 
Statement Factor Loading 
Factor 1  
Promotional activities  
(18.40%) 
 Brand image 
 Advertisement 
 Sales promotion offers 
 Value added services 
Factor 2 Service quality 
(14.48%) 
 
 Network connectivity 
 Special attention to coverage 
 Consideration  to call tariff 
 Ease of availability 
Factor 3  Service Reliability 
(12.04%) 
 Service quality 
 Reliability of service provider 
 Customer care and Call  Customer care services 
Scree Plot
Component Number
16151413121110987654321
Eig
en
val
ue
3.5
3.0
2.5
2.0
1.5
1.0
.5
0.0
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Factor 4 
 
facility 
(09.75) 
 Roaming facility 
 Accessing speed 
 Rebate and discount on calls 
 
Factor  5 
 
Assurance   
(07.23%) 
 Voice clarity 
 Transparency in billing 
There is significant effect of Promotional activties (18.40%), Service quality 
(14.48%)  and Service  reliability (12.04%)  then other factors in prior purchase 
decision of subscribers in Idea. 
5.20.7-OVERALL 
 
 
 
 In order to find out the key reasons for opting telecom service provider, a 
 factor analytic technique has been used.  
KMO and Bartlett's Test
.783
5782.630
120
.000
Kaiser-Meyer-Olkin Measure of  Sampling
Adequacy.
Approx. Chi-Square
df
Sig.
Bartlett's  Test of
Sphericity
Total Variance Explained
4.293 26.830 26.830 4.293 26.830 26.830 2.450 15.314 15.314
1.904 11.899 38.729 1.904 11.899 38.729 2.346 14.665 29.979
1.700 10.625 49.355 1.700 10.625 49.355 1.951 12.193 42.171
1.496 9.350 58.705 1.496 9.350 58.705 1.902 11.891 54.062
1.027 6.418 65.123 1.027 6.418 65.123 1.770 11.061 65.123
.792 4.948 70.071
.768 4.799 74.870
.628 3.926 78.797
.610 3.810 82.607
.477 2.978 85.585
.462 2.889 88.475
.427 2.667 91.142
.389 2.431 93.573
.353 2.206 95.778
.341 2.131 97.910
.334 2.090 100.000
Component
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
Total % of  Variance Cumulative % Total % of  Variance Cumulative % Total % of  Variance Cumulative %
Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of  Squared Loadings
Extraction Method: Principal Component Analysis.
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 Here Kaiser-Meyer-Olkin measure of sampling adequacy(MSA) for 
 individual variables was found  to be sufficiently high for all variables. 
 Overall KMO-MSA = 0.783 which indicates that the sample was good 
 enough for sampling. Bartlett’s test of spherity showed statistically 
 significant number of correlations among the variables (Appx. Chi 
 square = 5782.630, df = 120, significance=.000). Principal component 
 analysis was employed for extracting factors. The number of factors to be 
 extracted was finalized on the basis of Eigen values i.e. Eigen values > 1. 
 All factor loadings greater than 0.30 (ignoring signs) have been considered 
 for further analysis. 
 
 
 
 
Factor er Name of Factor (% of 
Variance) 
Statement Factor Loading 
Factor 1  
Customer care and 
Assurance 
(26.83%) 
 Consideration  to call tariff 
 Ease of availability 
 Customer care services 
 Voice clarity 
 Transparency in billing 
Factor 2 Promotional activities  
(11.89%) 
 
 Advertisement 
 Sales promotion offers 
 Value added services 
Factor 3 Call facility 
(10.62%) 
 
 Roaming facility 
 Accessing speed 
 Rebate and discount on calls 
Factor 4 Service quality   Brand image 
Scree Plot
Component Number
16151413121110987654321
Eig
en
val
ue
5
4
3
2
1
0
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(09.35%)  Network connectivity 
 Special attention to coverage 
Factor 5 Service Reliability 
(06.41%) 
 Service quality 
 Reliability of service provider 
 
Results for impact of marketing mix element on purchasing decision of 
selection of Telecom Service Providers. 
There is significant effect of customer care & assurance (26.83%), promotional 
activities (11.89%), call facility 910.62%) and reliability of service provider 
(6.41%)  then other factors in marketing strategy. 
  
 5.21: Evaluation of effectiveness of source of information. 
 
 Never Rarely  Sometimes Often  Always  
Broad casting media ads 9 22 53 402 714 1200 
Print media ads 4 22 61 491 622 1200 
Outdoor media ads 8 227 179 669 117 1200 
Other media ads 20 343 315 458 63 1199 
Friends / relative 12 181 175 473 359 1200 
Company outlets 78 255 406 396 64 1200 
Internet  106 287 431 328 47 1200 
Sales personal 119 306 428 288 60 1200 
 355 1643 2048 3506 2046 9598 
 
  
 Ho: Level of awareness is independent of type of media 
 H1: Level of awareness is not independent of type of media 
          α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(8-1)(5-1)=28 
 χ2 cal = 3869.356112 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, our test is 
 significant  and we can say that Level of awareness depends on selection of 
 type of  media. 
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 There is significant value of broadcasting and print media in reach as level 
 of awareness in customer then other types of media. 
5.22:  Evaluation of Customer Care services for Selected Telecom Service       
 Provider. 
5.22.1-Easily assessable 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Very dissatisfied 0 0 2 1 1 0 4 
Dissatisfied 0 2 2 12 2 0 18 
Neutral 6 14 8 23 4 12 67 
Satisfied 85 94 103 56 85 72 495 
Very satisfied 109 90 85 108 108 117 617 
 200 200 200 200 200 201 1200 
 Ho: Satisfaction level toward  Easily assessable services is independent of   
        service  providers. 
 H1: Satisfaction level toward  Easily assessable services is not independent   
        of service providers.  
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
  χ2 cal =84.44077 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that Satisfaction level toward Easily assessable services and service 
 provider are not independent. 
5.22.2-Humble and soft spoken personal 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Very dissatisfied 3 1 2 0 1 0 7 
Dissatisfied 1 4 3 4 3 0 15 
Neutral 44 55 31 39 28 36 233 
Satisfied 82 87 119 81 114 90 573 
Very satisfied 70 53 45 76 54 75 373 
 200 200 200 200 200 201 1200 
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 Ho: Satisfaction level toward Humble and soft spoken personal is      
        independent of service providers. 
 H1: Satisfaction level toward Humble and soft spoken personal is not      
        independent of service providers . 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
  χ2 cal =51.91371  > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that Satisfaction level toward Humble and soft spoken personal and service 
 provider are not independent. 
5.22.3-Able to provide complete resolution 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Very dissatisfied 5 5 2 2 3 2 19 
Dissatisfied 10 14 4 22 14 12 76 
Neutral 139 139 151 96 120 129 774 
Satisfied 33 30 39 60 48 48 258 
Very satisfied 13 12 4 20 15 10 74 
 200 200 200 200 200 201 1200 
 Ho: Satisfaction level toward able to provide complete resolution is    
         independent of service providers. 
 H1: Satisfaction level toward able to provide complete resolution is not   
        independent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 cal =57.44844  > χ2 crit. = 31.4 
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 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that Satisfaction level toward  able to provide complete resolution  and 
 service provider are not independent. 
5.22.4-Overall customer care service 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Very dissatisfied 2 1 1 0 1 1 6 
Dissatisfied 5 6 4 3 1 4 23 
Neutral 60 77 86 63 71 73 430 
Satisfied 103 98 99 94 88 103 585 
Very satisfied 30 18 10 40 39 20 157 
 200 200 200 200 200 201 1200 
 Ho: Satisfaction level toward overall customer care services is independent   
        of service providers. 
 H1: Satisfaction level toward overall customer care services is not     
        independent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 cal =41.9681 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that Satisfaction level toward overall customer care services and service 
 provider are not independent. 
5.22.5-Overall after sales services 
 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Very dissatisfied 2 1 1 0 1 1 6 
Dissatisfied 5 6 4 3 1 4 23 
Neutral 60 77 86 63 71 73 430 
Satisfied 103 98 99 94 88 103 585 
Very satisfied 30 18 10 40 39 20 157 
 200 200 200 200 200 201 1200 
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 Ho: Satisfaction level toward overall after sales services is independent of  
        service  providers. 
 H1: Satisfaction level toward overall after sales services is not independent    
        of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
  χ2 cal =108.5355 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that Satisfaction level toward overall after sales services  and service 
 provider are not independent. 
 
5.23: Evaluation of Satisfaction Level of Network Quality  
 
5.23.1. Tariff /price call rate 
 
 Ho: Level of satisfaction for Tariff /price call rate is independent of service   
        providers.  
 H1: Level of satisfaction for Tariff /price call rate is dependent of service   
        providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
  χ2 cal = 89.26275 > χ2 crit. = 31.4 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Very Dissatisfied 1 0 1 0 2 5 9 
Dissatisfied 2 2 2 0 2 1 9 
Neutral 3 8 12 3 11 5 42 
Satisfied 111 92 99 93 56 132 583 
Very Satisfied 83 98 86 104 129 57 556 
 200 200 200 200 200 200 1200 
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 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that level of  satisfaction for Tariff / call rate and service provider are not 
 independent. 
5.23.2-Network connectivity 
 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Very Dissatisfied 1 0 0 0 0 0 1 
Dissatisfied 2 0 4 0 4 1 11 
Neutral 6 16 5 3 14 8 52 
Satisfied 113 94 101 123 65 108 603 
Very Satisfied 78 90 90 74 117 83 532 
 200 200 200 200 200 200 1200 
 
 Ho: Level of satisfaction for Network connectivity is independent of service   
        providers.  
 H1: Level of satisfaction for Network connectivity is dependent of service   
        providers 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)*(5-1)=20 
 χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that level of  satisfaction for Network connectivity and service provider are 
 not independent. 
 
5.23.3-Coverage area 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Very 
Dissatisfied 1 0 0 0 0 0 1 
Dissatisfied 3 2 1 0 4 1 11 
Neutral 8 6 7 12 22 7 62 
Satisfied 115 115 100 99 85 95 610 
Very Satisfied 73 77 92 89 89 97 516 
 200 200 200 200 200 200 1200 
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Ho: Level of satisfaction for Coverage area is independent of service    
        providers.  
 H1: Level of satisfaction for Coverage area is dependent of service      
        providers. 
 α = 0.05, degree of freedom (df) = (r-1)*(c-1)=(6-1)(5-1)=20 
  χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that levels of satisfaction for Coverage area and service provider are not 
 independent. 
5.23.4-Value added services offered 
 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Very 
Dissatisfied 1 0 0 0 2 0 3 
Dissatisfied 3 4 2 1 10 3 22 
Neutral 49 61 38 28 38 37 251 
Satisfied 103 83 114 98 102 103 603 
Very Satisfied 44 52 46 73 49 57 321 
 200 200 200 200 200 200 1200 
 
 Ho: Level of satisfaction for Value added services offered is independent of   
        service  providers.  
 
 H1: Level of satisfaction for Value added services offered is dependent of   
        service  providers. 
 α = 0.05, degree of freedom (df) = (r-1)*(c-1) = (6-1) *(5-1)=20 
  χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that level of  satisfaction for Value added services offered and service 
 provider are not independent. 
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5.23.5-Roaming facility 
 
 BSNL TATA Reliance Airtel Vodafone Idea  
Very Dissatisfied 1 0 1 0 1 1 4 
Dissatisfied 1 4 2 4 8 3 22 
Neutral 120 154 108 85 79 77 622 
Satisfied 66 26 70 85 97 95 438 
Very Satisfied 12 16 19 26 16 24 113 
 200 200 200 200 200 200 1200 
 
 Ho: Level of satisfaction for Roaming facility is independent of service   
        providers.  
 H1: Level of satisfaction for Roaming facility is dependent of service      
         providers. 
 α = 0.05, degree of freedom (df) = (r-1)*(c-1)=(6-1)(5-1)=20 
  χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that level of  satisfaction for Roaming facility and service provider are not 
 independent. 
 
5.23.6-Transparency in billing 
 
 BSNL TATA RELIANCE AIRTEL VODAFONE IDEA  
Very 
Dissatisfied 1 0 0 0 0 0 1 
Dissatisfied 1 2 1 1 13 2 20 
Neutral 53 48 73 74 49 41 338 
Satisfied 108 130 98 88 102 126 652 
Very Satisfied 37 20 28 37 36 31 189 
 200 200 200 200 200 200 1200 
 
 Ho: Level of satisfaction for Transparency in billing is independent of   
        service providers.  
 H1: Level of satisfaction for Tariff /price call rate is dependent of service   
        providers. 
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 α = 0.05, degree of freedom (df) = (r-1)*(c-1)=(6-1)(5-1)=20 
  χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that level of  satisfaction for Transparency in billing and service provider are 
 not independent. 
5.23.7-Easy Avaibility of recharge etc 
 BSNL TATA Reliance Airtel Vodafone Idea  
Very Dissatisfied 1 2 0 0 0 0 3 
Dissatisfied 2 0 4 0 18 2 26 
Neutral 18 20 18 14 46 14 129 
Satisfied 108 96 93 95 74 122 588 
Very Satisfied 72 82 85 91 62 62 453 
 200 200 200 200 200 200 1200 
 
 Ho: Level of satisfaction for Easy Avaibility of recharge etc. is independent   
        of service providers.  
 H1: Level of satisfaction for Easy Avaibility of recharge etc. is dependent of  
        service  providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 
  χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that level of  satisfaction for Easy Avaibility of recharge etc. and service 
 provider are not independent. 
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5.23.8-Customer care service 
 BSNL TATA Reliance Airtel Vodafone Idea  
Very Dissatisfied 1 2 1 0 1 0 5 
Dissatisfied 4 2 1 0 20 1 28 
Neutral 47 45 30 8 45 20 195 
Satisfied 109 110 132 139 93 130 712 
Very Satisfied 40 41 36 53 41 49 260 
 200 200 200 200 200 200 1200 
 
 Ho: Level of satisfaction for Customer care service is independent of service 
        providers.  
 H1: Level of satisfaction for Customer care service is dependent of service    
        providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 
  χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that level of  satisfaction for Customer care service and service provider are 
 not independent. 
 
 
5.23.9-Sales promotion offers 
 
 BSNL TATA Reliance Airtel Vodafone Idea  
Very Dissatisfied 1 2 0 0 2 1 6 
Dissatisfied 3 6 3 0 20 1 33 
Neutral 44 49 39 14 40 26 212 
Satisfied 100 78 115 138 93 128 651 
Very Satisfied 53 65 43 49 44 44 298 
 200 200 200 200 200 200 1200 
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 Ho: Level of satisfaction for Sales promotion offers is independent of     
        service providers.  
 H1: Level of satisfaction for Sales promotion offers is dependent of service   
        providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that level of  satisfaction for Sales promotion offers and service provider are 
 not independent. 
 
5.23.10-Voice clarity 
 BSNL TATA Reliance Airtel Vodafone Idea  
Very Dissatisfied 1 2 0 0 4 0 7 
Dissatisfied 1 0 1 0 17 0 19 
Neutral 7 10 7 20 42 8 94 
Satisfied 113 92 91 97 74 122 590 
Very Satisfied 78 96 101 83 63 70 490 
 200 200 200 200 200 200 1200 
 Ho: Level of satisfaction for Voice clarity is independent of service     
        providers.  
 H1: Level of satisfaction for Voice clarity is dependent of service providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
 
 χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that level of  satisfaction for voice clarity  and service provider are not 
 independent. 
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5.23.11-Dealer network 
 
 BSNL TATA Reliance Airtel Vodafone Idea  
Very Dissatisfied 2 2 0 0 3 0 7 
Dissatisfied 1 2 1 0 28 1 33 
Neutral 12 26 15 29 37 22 140 
Satisfied 111 94 109 105 81 116 615 
Very Satisfied 74 76 75 67 52 61 405 
 200 200 200 200 200 200 1200 
 
 Ho: Level of satisfaction for Dealer network is independent of service     
        providers.  
 H1: Level of satisfaction for Dealer network is dependent of service     
        providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(6-1)(5-1)=20 
  χ2 cal = 89.26275 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that level of  satisfaction for Tariff / call rate and service provider are not 
 independent. 
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5.23.12-Overall Service Quality 
 
    Very 
Dissatisfied Dissatisfied Neutral Satisfied 
Very 
Satisfied 
Very 
Dissatisfied 
Tariff /price call 
rate 9  9 42 583 556 1199 
Network 
connectivity 1  11 52 603 532 1199 
Coverage area 0  11 62 610 516 1199 
Value added 
services offered 2  22 251 603 321 1199 
Roaming facility  3  22 622 438 113 1199 
Transparency in 
billing 0  20 338 651 188 1199 
Easy avaibility 
of recharge etc 2  26 129 588 453 1199 
Customer care 
service  5  28 195 712 259 1199 
Sales promotion 
offers 6  33 212 650 298 1199 
Voice clarity  6  19 94 590 490 1199 
Dealer network  7  33 139 615 405 1199 
 40 233 2137 6644 4132 13189 
 Ho: Level of satisfaction is independent of different factor of service      
        providers.  
   H1: Level of satisfaction is dependent of different factor of service     
        providers. 
 α = 0.05, degree of freedom (df)= (r-1)*(c-1)=(11-1)(5-1)=40 
  χ2 cal = 2195.696 > χ2 crit. = 31.4 
 Hence our null Hypothesis Ho is rejected and H1 is accepted. So, we can say 
 that level of  satisfaction is dependent of different factor of service providers.
 There is significant value of satisfied customer and very satisfied customer 
 for various factor affecting on customer satisfaction level. There is call tariff, 
 network connectivity, value added service, customer care services, sales 
 promotion offers and easy Avaibility are more important for all service 
 provider.   
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(PART B) 
 
 
 ANALYSIS OF DATA COLLECTED FROM SELECTED TELECOM 
 SERVICE DEALERS 
 5.24. Dealership of Telecom Company’s 
Service Provider Company Yes  No 
BSNL 27 33 
TATA 36 24 
RELIANCE 24 36 
AIRTEL 55 05 
VODAFONE 18 42 
IDEA 33 27 
                
                                
 The above table and figure, explains the results of dealers’ preference for s
 ervices for  various telecom service providers. Out of the total sample size 
 of 60, most of the dealers (55) preferred the dealership of Airtel as compare 
 to Tata (36), Reliance (33) and BSNL  (27),Reliance(24),Vodafone (18). 
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 5.25: Evaluation Of Service Provider Company’s with to Dealer 
Marketing Area YES NO 
Sales target 42 18 
Customer services 27 33 
Discount/schemes 28 32 
Customer satisfaction 15 45 
Area to be covered 4 56 
Advertising planning 9 51 
Any other (specify) 2 58 
                 
      
 In the above figure and table, various areas in which dealer’s get directions 
 from  companies have been explained. Most of the telecom service 
 providers are focused on  sales target (42), discount and schemes (28), 
 customer services (27). Lesser weightage is  given to other areas like 
 consumer satisfaction (15), advertisement planning (9), areas to be covered 
 (4). 
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 5.26: Dealers Participation in Marketing Decision 
 
 
           
      
 The above figure explains dealers’ participation in marketing decision. Most 
 of the  dealers (30) agreed that they participate in marketing decisions 
 sometimes followed by  occasionally (8) and regularly (16). 
 5.27. Evaluation of Dealers 
Company Channel 
Margin 
Channel 
Penetration 
Channel 
Delivery 
Channel 
Support 
Quality of 
Product 
Technica
l Support 
BSNL 12 10 11 8 7 6 
TATA 5 8 11 11 9 10 
RELIANCE 9 9 8 8 8 6 
AIRTEL 16 20 13 16 19 22 
VODAFONE 10 6 8 5 4 4 
IDEA 8 8 9 12 6 8 
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16
30
8
Regularly 16 
Sometimes 30 
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 Above table explain results with regard to evaluation of dealers for best 
 channel margins  and best channel penetration. For best channel margins 
 and best channel penetration, Airtel , BSNL and Vodafone are preferred 
 telecom service providers as compare to Reliance ,Tata ,and Idea. In context 
 of best channel delivery and best channel support,  Airtel and Tata and Idea 
 have shown significant results as compare to BSNL, Vodafone  and 
 Reliance. For best quality of the product results are more significant for 
 Airtel, Tata  and Reliance as compare to BSNL,Idea and Vodafone.. 
 5.28. Customer Feedback and  After  Sale  Service 
 YES NO 
After sales  service 20 28 
Forward of feedback 18 27 
  
                      
  
 The above figure  explains dealer’s opinion that feedback from the customer 
 after the sale of product is important one and most of them agree that this 
 feedback is forwarded to  company. 
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 5.29. Effectiveness of Product Strategy 
Particulates YES No 
Quality 37 23 
Range 20 40 
Features 11 49 
Brand image 9 51 
Any other 0 60 
 
                   
  
 The above figure explains various aspects of product strategy in the current 
 market scenario. Quality of the product (37) has significant role to play as 
 compare to any other aspect for product strategy. 
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 5.30. Effectiveness of Price Strategy 
particulates yes No 
Price cuts 39 21 
Cost cuts 8 52 
Payment terms 5 55 
Any other 0 60 
 
                    
   
 In figure various aspects of price strategy are taken into account. Price cuts 
 (39) play most significant role of price strategy as compare to cost cuts (5), 
 payment and credit  terms (3). 
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 5.31. Evaluation of Promotional Strategy 
 YES N0 
Advertisement 21 39 
Discount  and schemes 21 39 
Dealer incentives 21 39 
Any other 0 60 
 
 For promotional strategy, advertisement, discounts and dealer incentives 
 have equal role to play. 
  
 5.32. Compensation and seller support 
 yes no 
Margin 24 36 
Allowance 25 35 
Exclusivity 23 37 
Continuity 30 30 
Development 23 37 
credit 13 47 
others 3 57 
  
287 
 
               
  Figure 5.25. 
 The above graph explains the dealer’s response for the satisfaction of 
 compensation the  company for seller support. Various parameters for 
 dealers’ satisfaction studied are gross  margin and overhead contribution, 
 Promotional allowance and below-the line benefits, Distribution Exclusivity, 
 Continuity of Supply, Market Development and credit. Continuity of supply 
 (30) promotional allowance (25), gross margins (24) distribution 
 exclusively (23),and market developments  (23)have more significance as 
 compare to  credit and other support aspects. 
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(PART C) 
 
 
 ANALYSIS OF DATA COLLECTED FROM SELECTED TELECOM 
 SERVICE PROVIDERS 
 
 Services provided by Telecom Company 
 Significant results of the kind of services provided by telecom service 
 provider with regard to mobile are obtained. 
 Voice mail service: Call waiting, call hold, call divert, call  line 
identification and presentation, international SMS, Broadband, Net connect 
and call identification and restriction. The results are almost same for each 
operator as each of them is providing this service. 
 3 way call conferencing: Reliance has significant results as compare to other 
telecom service providers.. 
 
 5.33. Functional domain of product and service  
Company  Banking Manufacturing Insurance Health Retail Individual 
BSNL 0 0 0 0 0 14 
TATA 0 0 0 0 0 13 
RELIANCE 9 9 11 9 12 14 
AIRTEL 0 13 0 0 0 15 
VODAFONE 3 3 3 3 3 13 
IDEA 2 8 2 2 2 14 
 
 With regard to functional domain of products and services, individuals are 
 most covered for the telecom service. It is followed by manufacturing and 
 other sectors. 
 
289 
 
 5.34. Promotional Activities 
 
 Television 
Ads 
Internet  
Ads 
Print 
Ads 
Discount  Seminar 
/Exhibition 
Personal 
Selling 
BSNL 11 10 14 14 8 8 
TATA 10 14 14 14 14 14 
RELIANCE 15 11 15 14 9 11 
AIRTEL 14 6 6 6 6 4 
VODAFONE 13 12 11 7 8 6 
IDEA 10 9 8 4 4 3 
 
 In the above table, various promotional activities of selected telecom service 
 providers  are discussed.   
 With regard to television as medium of advertisement Reliance , Airtel and 
Vodafone have significant results followed by BSNL, Tata and Idea. 
 With relation to internet advertisement as promotional activity, Tata , 
Vodafone and Reliance have shown significant results. 
 For the print ads, Reliance and Tata have shown maximum values. 
 For customer incentives/discounts, Reliance, BSNL and Tata have 
significant values as compare to Vodafone, Idea and Airtel. 
 For seminar and exhibitions and personal selling as promotional activity, 
Tata and Reliance have significant values. 
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5.35. Effectiveness of Marketing Channels and Distribution Network. 
Company Direct 
Marketing 
Company 
Outlets 
Internet  Association 
with others 
Dealer / 
Distributor 
BSNL 7 7 0 0 8 
TATA 8 3 0 0 7 
RELIANCE 6 12 0 0 9 
AIRTEL 6 4 0 0 12 
VODAFONE 7 7 6 2 7 
IDEA 3 3 3 1 9 
 
 In above table the marketing channels and distribution networks have shown 
 significant  results. Reliance, Airtel and Vodafone and Idea have significant 
 values as compare to BSNL and Tata. 
 5.36. Evaluation of Pre and After-Sale Services 
Company  Yes  No  
BSNL 9 6 
TATA 15 0 
RELIANCE 14 1 
AIRTEL 7 8 
VODAFONE 13 2 
IDEA 10 5 
 
 The above table explains results for pre and post sales services. Reliance, 
 Tata and Vodafone   have significant values as compare to Idea, BSNL, 
 Airtel for pre and post  sales services. 
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 5.37. Fixation of After-Sale Charges 
 
Company  Yes  No  
BSNL 10 5 
TATA 14 1 
RELIANCE 8 7 
AIRTEL 9 6 
VODAFONE 10 5 
IDEA 9 6 
 
 The above table indicates the results for the allocation amount for after-sales 
 service charges. Tata is investing significant amounts for providing after 
 sales service 
 
 5.38. Availability of After-Sale Service Station 
 
Company  Yes  No  
BSNL 7 8 
TATA 10 4 
RELIANCE 14 1 
AIRTEL 6 9 
VODAFONE 12 3 
IDEA 9 4 
  
 The above table shows the results for the availability of after sales service 
 stations. Reliance, Tata and Vodafone have shown significant results as 
 compare to Idea, BSNL  and Airtel, 
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 5.39. Maintenance of Customer Database 
Company  Yes  No  
BSNL 14 1 
TATA 15 0 
RELIANCE 14 1 
AIRTEL 6 9 
VODAFONE 13 2 
IDEA 10 5 
 
 The above table explains results with regard to maintenance of customer 
 database. Tata, Reliance and BSNL have shown significant results as 
 compare to Vodafone, Idea and  Airtel. 
 
 5.40. Customer Feedback after Sale Service 
Company  Yes  No  
BSNL 12 3 
TATA 15 0 
RELIANCE 10 5 
AIRTEL 5 10 
VODAFONE 13 2 
IDEA 9 6 
 
 The above table explains the company’s policy of customer feedback after 
 the sale of the services.  Tata, Vodafone and Reliance take regularly 
 feedback from customers after  sales service of the Telecom services as 
 compare to other operators. 
293 
 
 5.41. Usage of Indian Technology vis-à-vis Foreign Technology 
Company  Purely Indian Foreign & Indian both  
BSNL 5 10 
TATA 0 15 
RELIANCE 2 13 
AIRTEL 6 9 
VODAFONE 4 11 
IDEA 5 10 
 The above table indicates the results of usage of Indian technology vis-à-vis 
 foreign technology. Significant results are shown for Reliance, Vodafone 
 and Tata. These telecom service operators employing both foreign and 
 Indian technology. 
 5.42.Areas of Marketing Strategy 
Company  Product  Price  Promotional 
activities  
Distribution 
network 
Customer 
service 
BSNL 1 8 3 1 2 
TATA 1 14 1 0 0 
RELIANCE 1 2 5 1 13 
AIRTEL 0 0 0 0 6 
VODAFONE 7 11 3 10 6 
IDEA 3 5 2 5 6 
 The above Table explains the areas of improvement for marketing strategy. 
 Telecom service provider can work in the areas of product, price, 
 promotional activities, and distribution network and customer service. It is 
 clear from above table that companies should focus more on customer 
 service and price as compare to other areas. 
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6.1: INTRODUCTION 
The summary, managerial implications conclusions of the study and 
directions for future research are presented in this chapter. Section 6.2 
covers the need and significance of the study. Section 6.3 covers research 
objectives of the study. Section 6.4 contains research methodology and 
section 6.5 explains the summary of the findings. Section 6.6 covers 
discussions of results of the study and section 6.7 covers the managerial 
implications. Section 6.8 covers the limitations of the study and section 6.9 
explains scope for further research. 
 
6.2: NEED AND SIGNIFICANCE OF STUDY 
It is well perceived fact that service marketing has become the important 
factors of business  success. However many conclusions have been drawn 
with regard to marketing strategy. But there are very few studies related with 
marketing strategy in telecom sector with special  reference to India.  
Long ago, Peter Drucker wrote that any business enterprise has only two 
basic function;  marketing and innovation (Peter Drucker, the practice of 
mngmnt, 1954). The central role of  marketing in the enterprise stems 
from the fact that marketing is the process via which a firm  creates 
value for its chosen customer. Value is created by meeting customer needs. 
Thus, firm  needs to define itself not by the product it sells, but by the 
customer benefit provided. 
The data from at least an empirical study suggest that service firm managers 
perceive demand  fluctuations as their biggest managerial headache 
(Zeithml et.al.1985).Marketers of physical  goods can hold inventories to 
buffer fluctuations in demand and supply, but services are acts or processes 
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and therefore, difficult or impossible to inventory (Rathmell, 1996; Sasser, 
1976). 
This research attempts to test an adaptation of the marketing mix element of 
service marketing in the Telecommunication context. Although the main 
variables were mostly from marketing mix frame work there should be 
8ps.(goldsmith 1999), the dimensions and the items were adapted 
significantly to the context of telecom service users. Therefore, one of the 
primary contributions of this research is to test the applicability and 
extendibility of the  marketing strategy the domain of telecom service 
providers. 
In Indian Telecom Sector mobile telephony is called as “sun-rise industry It 
is one of the growing industries in the country rapid growing with rate of 
subscriber base teledensity and  traffic. Indian telecom sector holds huge 
potential for growth because of following reasons. 
 Liberalizations and privatization has brought around 12 majors 
in both GSM and CDMA sectors. With intense competition, 
companies try to woo and retain customers for longer period of 
time. For which, trust and commitment are key variables to 
maximize the average revenue per user. 
 Impact of technology 
 Impact of FDI flows 
 Companies are spending heavily on acquisition and retention of 
subscribers.To what extent, different telecom services providers 
are able to build long term relationship require further analysis. 
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6.3: RESEARCH OBJECTIVES OF THE STUDY 
1. To study the existing marketing strategies adopted by telecom industries 
2. To work out the growing challenges faces by telecom sector 
3. To analyses the role of various marketing techniques in telecom sector. 
4. To study the customer response on various marketing MIX adopted   by               
telecom sector companies. 
5. To study the rapid growth of Indian telecom sector. 
6. To suggest managerial implications to Indian Telecom Industry to build 
effective marketing strategy. 
 
6.4: RESEARCH METHODOLOGY 
This research has selected six telecom service providers --- BSNL, TATA, 
Reliance, and Airtel, Vodafone, Idea from major cities of Gujarat state. It is 
based on selected sample of  Telecom service subscribers, dealers and 
telecom service providers. This research adopts combination of primary and 
secondary source of information. 
This study is based on primary and secondary data. The main sources of 
secondary data are  published reports of World Telecommunications 
Development, Department of  Telecommunications, Indian Telecom 
Policy, Year book of Statistics, Journals, Books and various websites of the 
Service providers. 
The primary data is collected through the questionnaire and personal 
Interviews. six major telecom operators are selected: Through a quota 
sampling, a sample 1200. Respondents are selected for administering 
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questionnaire at the touch-points of these selected telecom operators in the 
selected towns. Besides this, a sample of 30  questionnaires is collected from 
employees and of 60 from the dealers of selected telecomoperators. 
 
The data collected will be analyzed using various statistical tools. The basic 
framework of the  model consisted of unobservable theoretical constructs, 
which would not be measured  directly. So, this study used a set of indicator 
variables, which measured the unobservable  constructs. 
 
To tackle the problem of measuring the latent variables, usually two 
strategies are followed.  The first is selection of a single indicator variable 
for each theoretical construct. However, in  most cases, it is unrealistic to 
assume that a single indictor variable provide a reliable  measure of the 
latent variables. 
The second method is to assign pre- determined weights to different indictor 
variables.  However, both these methods are prone to error. Dillon and 
Goldstein (1984), showed that  when such measures are used in linear 
models, the coefficients would have an unknown bias. 
Tests for significance are less useful in small samples (less than 30) and 
quite sensitive in  large samples (exceeding 1,000 observations) (Hair et 
al.,1995). Thus, both graphical and  statistical tests are carried out using 
SPSS version 10.0 for Windows to assess the actual degree of departure 
from normality the mean, standard deviation and reliability estimate of each 
model construct. 
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6.5: SUMMARY OF THE FINDINGS 
 
6.5.1: Growth of Indian Telecom Sector 
 
Indian mobile telephony may be called as “the sun-rise industry” of the 
Indian economy because of outstanding performance on various parameters. 
 Rate of growth in mobile subscriber base has been substantially 
higher than growth in population, indicating a rapid 
proliferation of telecom services and adoption by non-
users/first-time users. 
 Teledensity has also gone up which is a reflection of the above 
discussion. 
 From 2002 to 2008, traffic or usage of mobile phones 
increased, but the increase was not uniform during the period. 
Till 2003, mobile usage went up gradually but year 2004 
onwards saw an era of speedy increase in mobile traffic. It was 
probably because of the reasons that in initial day of mobile 
telephony, call rates were high and the number of services 
offered by cellular operators was limited. However 2003 
onwards, because of the slashed prices and add-on-services 
resulted in sudden increase in traffic. 
 Private operators have also shown remarkable growth in a 
highly competitive environment. The mobile subscriber base 
has grown by a factor of over a hundred and thirty, from 5 
million subscribers in 2001 to over 680 million subscribers as 
of Sep 2010  (a period of less than 9 years) .Private operators 
have contributed very largely to post 1998 growth primarily in 
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mobile services due to the obvious cost and fast deployment 
advantages. Competition, foreign direct investment and 
privatization have following implications for Indian Telecom 
Industry. 
 Lower prices – It has been witnessed across most industries that 
competition helped in lowering the prices. 
 Increased efficiency – In deregulated industries or license based 
cost plus regime there was no incentive to shed inefficient 
assets and reduce overheads. The advent of competition forces 
an industry to eliminate inefficient and unproductive assets. 
 Greater innovation – The deregulation in telecom industry gave 
birth to the greatest innovation period in the past 20 years. New 
technologies, standards, data services, new devices, CRM 
solutions and creative bundling have all been the result of 
competition in telecom industry. 
 Telecom is high technology industry. Telecom equipment is 
highly complex to design and needs the expertise of both 
telecom and computing fields. With the advent of competition, 
tremendous innovation in services was made possible by 
improving the quality of -technology by the players. 
 Telecom industry is services industry, hence the good quality 
services to the customer and the customer relationship 
management is the key and competition has totally changed the 
definition of service in Indian telecom industry. The quality of 
service has improved by leaps and bounds. 
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 The transition-trend in the economy that had resulted out of 
liberalization, privatization and demonopolisation placed huge 
capital requirements, especially for private ventures, which 
could not be met from domestic sources alone. Hence, foreign 
investors were invited to take part in contributing to the capital 
requirements of the telecom companies. 
 As per the FDI policy for the Telecom Sector, investment up to 
49% is permitted in Basic, Cellular and other value added 
services, which is hiked to 74% in 2003-04 budget; upto 74% is 
permitted in Internet, infrastructure and radio paging services 
and up to 100% is permitted in manufacturing, Internet service, 
voice and electronic mail, based on certain conditions for 
fulfillment as a part of licensing and security requirements, laid 
down by the Department of Telecommunications, Government 
of India. 
 The private participation was initially witnessed only in the 
cellular segment. Here also, they had a very limited role to play, 
since it took a very long time to penetrate the market, due to 
very high instrument costs, tariff and licensing regulations and 
very high infrastructure costs. The total number of telephone 
lines provided by private players, which was restricted only to 
cellular phones, was 0.88 million in March 1998. But the 
scenario changed totally with the announcement of the NTP in 
1999,which had broadened the scope for private players. 
 Today even though the fixed line market share has been 
dropping constantly. The telecom reforms have allowed the 
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foreign telecommunication companies to enter Indian market 
which has still got huge potential. 
 The role of private sector in the Indian Telecom Industry is 
expected to increase at a higher rate in the years to come due to 
high existing potential for cellular growth in urban and rural 
India. Year 2003 onwards, it has witnessed a dramatic increase 
in the number of mobile user in India.It was, largely propelled 
by decreasing tariffs and entry cost and increasing coverage. 
Every month, around 22.20 million mobile wireless customers 
were added, translating into a monthly tele-density increase of 
2.2%.  
 
6.5.2: Impact of Marketing Strategy in Indian Telecom Sector 
 
This research tests the impact of key antecedent factors, which influence 
consumer behaviour in telecom service usage of various telecom service 
providers, which in turn affects  marketing strategy. The model results and 
hypothesis tests are furnished below.Some of the key findings from the data 
analysis are highlighted below: 
 There is positive influence of various product prices in 
marketing strategy.Thus, H2 is established. There is no 
perception difference but association with different 
company for different product price.  
 There is significant influence of product mix in 
marketing strategy. Thus, H3 is established. There are 
same uses and but telecom service provider wise are 
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different for value added services, broadband, 
gprs/internet, sms etc. 
 There is significant influence of promotion mix in 
marketing strategy. Thus, H4 is established. Broadcasting 
and print media are more effective for source of 
information to awareness of customers.  
 There is significant influence of service quality on 
customer satisfaction. Thus, H5 is established. Network 
,coverage area , Avaibility of recharge, Voice clarity, 
Dealer network, and  Sales promotion offer are major 
source of quality for customer satisfaction. 
 There is no significant relationship between marketing 
strategy and demographic variables. Thus, H6 is 
established. Age, Education, Occupation and Disposable 
income are major variables affects. 
 Technology orientation is a critical component of service 
and is most affected by the antecedents. 
 Commitment can be improved by prolonged interaction 
and intense association between the telecom service 
provider and the customer. 
 The primary objective of this research is to explore the 
impact of marketing strategy element of telecom service 
providers. The research confirms that marketing mix 
element significantly affects customer satisfaction. 
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6.6: DISCUSSIONS OF THE FINDINGS 
 
Some discussions on the key antecedents and consequences are presented 
below: 
 To reach out to new consumers in rural and remote areas, the 
sharing of infrastructure must be encouraged by the 
government. It would, indeed, be wasteful for every operator to 
duplicate costly infrastructure. Infrastructure sharing on fair, 
transparent and commercial terms will ensure that consumers in 
rural areas get choice of service, quality as well as affordability. 
While the nation achieves aggressive rollout and improved tele-
density, the operators get an attractive commercial proposition 
and an opportunity to expand the coverage and reach of their 
services. 
 In essence only 34.5 million mobile customers are active in the 
mobile industry. The challenges for the industry to make the 
balance 10 million customers also actively use their mobile, 
connection, which is not easy, considering that several of these 
customers have shifted to another mobile connection during the 
grace period, due to better scenes/tariffs. However, thorough 
concerted efforts, at least a third of the 10 million customers 
can be brought back to the active and paying customers list. In 
the post-paid category, “Zero” usage billing customers (only 
rental paid) exist to the extent of 5% of the total base, thus 
adding limited revenue to operators. 
 The new mobile companies, especially the CDMA operators, 
have learnt a bitter lesson from this experience and tightened 
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the controls from January 2004. Tighter control over 
documentation, customer profile verification, payment capacity 
and transferring most of the customers to the pre-paid segment 
have reduced the possibility of “junk” customers coming in to 
the network. 
 All the activities are focused on tariff charges, launch of value 
added services to enhance usage and revenue, increase or 
decrease of various charges/tariff, instead of working towards 
market expansion. The next revolution in the mobile industry 
can happen only when the telecom companies work towards 
market expansion rather than price/tariff changes. However, in 
the pursuit to beat each other, the focus of each operator is only 
on price/tariff changes instead of working collectively to 
acquire more new customers, who are confused due to the 
constant changes and delay in entry. 
 Markets like Gujarat and Punjab,karnatak, kerala, orrisa, 
Tamilnadu have expanded dramatically due to the expansion of 
the distribution network of the handset vendors. In spite of 
distribution, the handset vendors are still not offering them at an 
affordable price for the Indian population. The prices are still 
high vis-à-vis the affordability index of Indians and hence the 
growth is limited. If the handset prices cannot be reduced 
further, the vendors should at least work towards marketing 
second-hand handsets in order to attract a large number of small 
town customers. Second-hand sets sold by reputed handset 
vendors will certainly guarantee the quality of the product. 
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 In Gujarat, The state had 4,100 mobile phone users in May 
1997, when an incoming call cost Rs8 per minute. This 
increased to one core users by May 2007. Another one crore 
connections were added in 17 months by the end of October 
2008.The last nine months saw 50 lakh new connections 
bringing the total to 2.5 crore. The report says that urban 
teledensity in the country grew from 102.79 at the end of 
September 2009 to 110.96 in December 2009. In comparison, 
urban teledensity in Gujarat was 88.48 at the end of December 
2009. Most states, which are industrially advanced are at just 
6% mobile penetration, clearly illustrating the lead achieved by 
Gujarat. Today; the mobile network covers every urban town 
and most of the rural villages and all highways in Gujarat, 
which has enabled the state's economy to grow substantially. 
The aggressive "marketing of the services by operators has 
ensured that most of the youth, executives and families in 
Gujarat own a mobile. 
 The research reveals that marketing element is the significant 
determinant of Marketing strategy. Marketing mix  also leads to 
increased commitment from the customer. The customer looks 
for a better association with the telecom service provider it is 
dealing with. Marketing mix enhances the feeling of 
association, developing a bonding and nurturing an associative 
long-term relationship. 
 Service quality as network, coverage area, and transparency in 
billing, voice clarity, accessing speed, and reliability of service 
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provider are major influence on atisfaction level of customer 
satisfaction. 
 Promotion mix and product mix like advertising media, sales 
promotion offers, talk time scheme, GPRS/Internet, tariff/ call 
charges, and value added services are mostly affecting on 
buying decision making process of customers. 
 Customer care service like queries resolution, able to 
assessable, humble and soft spoken peoples are major area to 
maintain for overall customer care satisfaction. 
 Source of information as an advertising media is found to play a 
relatively secondary   influence in building a customer 
relationship. Speed of response,quality of information and 
openness are important. 
 Developing the brand and the telecom service providers’ 
reputation will also act as assurance to the customers. It implies 
enhancing, developing and maintaining customer relationships 
remain a priority for organisation.This research reinforces the 
importance of marketing strategy as a key driver to developing 
relationship among telecom service users of telecom industry. 
 
6.7: MANAGERIAL IMPLICATIONS 
To grow exponentially above India’s average teledensity is 57.99 %. Gujarat 
65.53 %, the  service providers have to specifically target the customer 
segments and arrive at aggressive  marketing programmes to reach out to 
them. However, it needs support in following areas: 
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 To ensure that every youth has a mobile, service providers have 
to offer services like SMS/MMS at low cost/free and ensure 
that the total mobile bill for the youth does not cross Rs.300-
400 per month, which is the maximum this segment of 
customers can afford from their pocket money. 
 In the same way, for executives/businessmen, to tap the full 
potential, it is essential that services like Closed User Group, 
National Closed User Groups, low STD/ISD rates, Fixed cost 
for Network calling etc., are offered so that they can lap up the 
services and go mobile soon. 
 To ensure that every household has a mobile connection, it is 
essential that the utility of mobile phones is increased through 
better STD and ISD rates vis-à-vis landline, friends and family 
offers, special rates to landlines etc., with easy/low deposit 
schemes to acquire these facilities. 
 To ensure that the penetration targeted in towns and villages is 
achieved, service providers have to invest in network expansion 
and reach out on priority; to exploit the untapped potential in 
these markets. 
 To expand the network to a large number of towns and villages 
by all the operators, network sharing should be allowed by 
BSNL and the government has allowed 74% FDI in mobile 
companies for easy access to funds. 
 Both service providers and handset vendors have to combine 
their strengths and address the issue of market expansion on 
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priority and launch aggressive programmes to make mobile 
phones affordable and available to all. 
 Marketing mix is important for telecom service users of 
telecom industry.As such, it has implications for value added 
services, market segmentation, and customer retention 
strategies. Theoretically, conceptualising and modelling in 
telecom sector help to expand scholars’ knowledge of 
interactive consumer behaviour in this emerging market. 
 This study also shows that technology orientation is a 
significant factor of Telecom service users. Therefore, telecom 
service provider needs to ensure that it provides the best 
network quality and value added services. 
 The study tests that promotion, service quality and distribution 
in particular, is the important determinant marketing strategy. 
To earn a higher level of loyalty in customers, many steps can 
be taken by telecom service providers. They can introduce some 
customer-oriented information security model, which allows the 
customers to control their personal information. The use of the 
security programmes or models will help customers to identify 
the concern for customer security, to check the telecom service 
providers’ reliability and to evaluate the company’s 
trustworthiness. 
 Developing the brand and the telecom service providers’ 
reputation will also act as assurance to the customers. It implies 
enhancing, developing and maintaining customer relationships 
remain a priority for organisation.This research reinforces the 
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importance of trust as a key driver to developing relationship 
among cellular users of telecom industry. 
 
6.8: LIMITATIONS OF THE STUDY 
Like any other study, this one is also not without limitations. Since the scope 
of the  study was limited to Gujarat state. This study can be replicated in 
other states of  Indian, in other industries or for cross study and contexts for 
greater generalization.  
 
6.9: DIRECTIONS FOR FUTURE RESEARCH 
 How marketing strategies affect the length of the customer and 
service provider relationship? 
 Feasibility of customer marketing programme and customer 
retention. 
 How the relationship marketing can be improved and what are 
its Outcomes? 
 Implications of product and promotion in other telecom 
services – Broadband, internet telephony and many more. 
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6.10: CONCLUSION 
 As a result of the liberalization, privatization, and de-
monopolization initiatives taken by the government of India, 
the telecom sector is experiencing a historical growth. The trend 
is expected to continue in the segment, as prices are falling as a 
result of competition in the segment. The beneficiaries of the 
competition are the consumers, who are given a wide variety of 
services. In the years to come the country is predicted to 
witness a communication revolution, which would increase the 
subscriber base to match that of the developed world. The need 
of the time is a new revolution in telecom services and it is 
imperative that service providers work towards the same and 
make it a reality. 
 An important contribution of this study is how marketing 
strategy is developed and sustained over different target market 
in telecommunication sector. The future commitment of the 
customers to organization depends on perceived marketing 
element. The issue and challenges is therefore increasingly 
recognized as a critical success factor in the emerging scenario. 
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ANNEXURE – I 
(A) 
 
LIST OF SERVICE PROVIDERS 
Details of service providers: - The list of all the mobile service providers along with their 
licensed service area is as under: 
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ANNEXURE – 1(B) 
Indian Telecom Sector (As on 31st March 2009) 
Telecom Subscribers (Wireless +Wireline) 
Total Subscribers   429.72 Million  
% Growth During Quarter   11.68%  
Urban Subscribers  309.43 Million (72%)  
Rural Subscribers   120.29 Millions (28%)  
Overall Teledensity   36.98  
Urban Teledensity   88.66  
Rural Teledensity   14.8  
Wire line Subscribers 
Total Wireline Subscribers  37.96 Million  
% Growth During Quarter   0.15%  
Urban Wireline Subscriber   27.38 Million (72.13%)  
Rural Wireline Subscribers  10.58 Millions (27.87%)  
Village Public Telephones (VPT)   5.61 Million  
Public Call Office (PCO)   6.20 Million  
Wireless Subscribers  
Total Wireless Subscribers   391.76 Million  
% Growth During Quarter   12.93%  
Urban Wireless Subscribers   282.05 Million (72%)  
Rural Wireless Subscribers  109.71 Million (28%)  
GSM Subscribers  297.26 Million (75.88%)  
CDMA Subscribers  94.50 Million (24.12%)  
Internet & Broadband Subscribers 
Total Internet Subscribers (including 
Broadband)   
13.54 Million  
% Growth During Quarter   5.30%  
Broadband Subscribers   6.22 Million  
Wireless Data Subscriber   117.82 Million  
Broadcasting & Cable Services 
Total Number of Registered Pay Channels with 
I & B  Ministry  
436 
Total Number of Pay Channels  130  
Maximum Number of Free to Air Channels in 
any network  
168  
Number of FM Radio  245  
No of DTH licensees  6  
DTH Subscribers   13.09 Millions  
No of Set Top Boxes   770053  
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Telecom Finance & Accounts 
Gross Revenue    Rs. 40444.66 Crore  
% Increase in GR during Quarter  2.63%  
Adjusted Gross Revenue (AGR)   Rs. 29725.37 Crores  
% Increase in AGR during Quarter   2.71!  
AGR Public Sector   Rs. 8443 Crores (28.40%)  
AGR Private Sector   Rs. 21282 Crores (71.60%)  
Average Revenue Per User (ARPU) GSM   Rs. 205  
Average Revenue Per User (ARPU) CDMA   Rs. 99  
Minutes of Usage (MOU) GSM   484 Minutes  
Minutes of Usage (MOU)   CDMA 352 Minutes  
Minutes of Usage for Internet Telephony   131.63 Millions  
 Source.: www.ajsh.in  , 
                                        www.mas.net.in 
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ANNEXURE – II 
 
QUESTIONNAIRE FOR SUBSCRIBERS 
 
 
Dear Respondent, 
 
I am conducting research under faculty of management at Saurashtra University, Rajkot for the 
study of  “An Empirical Study  of marketing strategy of telecom sector in Gujarat state” 
 
Your cooperation is deeply solicitude to provide the relevant information as per the contents of the 
questionnaire. Information provided by you will be confidential. 
 
1. Name of Subscriber:……………………………………………………… 
 
2. Address & Contact No:……………………………………………………… 
 
          ……………………………………………………… 
3. Occupation: 
 
 ⁪   Student            ⁪ Professional            ⁪ Govt.Employee  
 ⁪   Pvt. Employee.   ⁪ Self employed         ⁪ Other …….. 
  
4. Gender:   __________     
 
 ⁪ Male                      ⁪ Female                                
 
5. Age(in years):   _________ 
    
⁪ 18 plus              ⁪ 18-25                 ⁪ 25-40               ⁪ 40-60             ⁪ 60 plus 
 
6. Education:   
 
⁪ Matriculation       ⁪ Bachelor Degree       ⁪ PG Degree          ⁪ Other ………… 
 
7. Disposable Income per month (in Rs.): 
 
 ⁪ Less then 1000                                 ⁪ More then 1000 & Less then 3000  
 ⁪ More then 3000 & Less then 5000  ⁪ More then 5000 
 
8. Which Telecom service provider connection do you have? (Please tick mark √) 
Sr.no Service provider Please tick mark √ 
1 Bharat Sanchar Nigam Limited       
2 Tata Teleservices Limited                  
3 Reliance Communication Limited     
4 Bharti Televenture Limited                 
5 Vodafone Essar Limited                     
6 Idea Cellular Limited  
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9. What kind of service you have? (Please tick mark √ ) 
 
Sr.No. Services  Please tick mark √ 
1 Basic  wire line   
2 Post paid cellular   
3 Pre  paid cellular  
4 W.L.L.  
5 Internet  
6 Broad band  
  
10. How long have you used the service of that company? (Please tick mark √ ) 
 
Sr.No. Period  please tick mark √  
1  less then 1 month   
2 1 to 6 month  
3 6 – 12 month    
4 1 to 2 year   
5 more than 2 years  
 
11. How many service connections do you have? 
 
 SERVICES please tick mark √  
1 Pre paid   
2 Post paid  
3 Fixed line  
4 Broad band  
5 Internet  
6 W LL  
  
12. Which service calls are generally made? 
  
 
 
13. Time spent on usages of Telephone during the day.  
 
Sr.No. Usages time/day please tick mark √  
1 Less Than 5 min  
2 5  to 15 min  
3 15 to 30min  
4 More than 30 min  
 
 
 
Sr.No. Region  please tick mark √  
1 Local   
2 S.T.D.  
3 International  
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14. How much is your monthly bill on Telecom services (Rs.)? 
  
Sr.No. Monthly Bill (in Rs.) Please tick mark √ 
1 Up to 500  
2 501 to 1000  
3 1001 to 1500  
4 More than 1500  
 
15. Rate the following charges of the company 
 
Particulate Cheap  Economical Average  Exclusive Premium  
Local call      
STD Call      
ISD Call      
Roaming charges      
Value added services      
GPRS      
Internet      
Talk Time Scheme      
  
16. Which channel would you prefer to buy telecom services? (Assign rank 1 – 5 , 1 for most ,5 
for least) 
  
Sr.No. Channel please tick mark √  
1 Online                                          
2 Customer care center                   
3 Franchises                                    
4 Company outlet                             
5 Home delivery                               
  
17. Who influences most the decision to purchase a telecommunication services in your 
family?  
 
Sr. No Influences  please tick mark √  
1 Sales person  
2 Friends  
3 Children  
4 Parents  
5 Spouse  
6 Self  
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18. Which advertising media has influenced you in choosing a telecom operator? 
   
 
 
19. What medium would you prefer to book fault and get grievances addressed? 
  
Sr. No. Medium  please tick mark √  
1 Telephone complain   
2 Online   
3 SMS Complaint  
4 Visit to service provider office  
5 Service provider visit to your place  
 
20. Why do you need a mobile?  
 
Sr. 
No 
Statement Strongly 
disagree 
Disagree  Neutral Agree  Strongly 
agree 
1 To stay in touch      
2 For business or professional uses      
3 As a status symbol      
4 It is advantageous over land line      
5 It is add to mobility      
6 Convenience of calling any time      
7 Makes you easily accessible      
 
21. What are the factors you look for in a telecom product before making purchase decision?    
  
Sr. No. Statement please tick mark √  
1 Brand Credibility  
2 Price & Discount  
3 After sales service  
4 Value for money  
5 Vehicle performance  
6 Add on features  
 
  
 
 
 
Sr. No. Advertising media please tick mark √  
1 Print media  
2 Television  
3 Radio  
4 Roadside /Hoarding advertises  
5 Word of mouth  
6 Service provider executives  
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22. Which of the following services do you avail of ? 
 
 Services  Never  Rarely  Sometimes  Often  Always  
1 Short message services      
2 GPRS /Internet      
3 Call diverting       
4 Information base service      
5 For STD calling      
6 For local calling      
7 Get news updates      
8 Other services (banking etc.)      
  
23. What factor would you consider while opting for a telecom service provider? 
 
 Factors Strongly 
disagree 
Disagree  Neutral  Agree  Strongly 
agree 
1 Brand image      
2 Network connectivity      
3 Special attention to coverage      
4 Consideration  to call tariff      
5 Service quality      
6 Reliability of service provider      
7 Advertisement      
8 Sales promotion offers      
9 Value added services      
10 Ease of availability      
11 Customer care services      
12 Roaming facility      
13 Accessing speed      
14 Rebate and discount on calls      
15 Voice clarity      
16 Transparency in billing      
 
24. Through which source did you come to know about Telecom services? 
 
 Source  Never  Rarely  Neutral  Sometimes  Always  
1 Broad casting media ads      
2 Print media ads      
3 Outdoor media ads      
4 Other media ads      
5 Friends / relative      
6 Company outlets      
7 Internet       
8 Sales personal      
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25. Rate the customer care services to you. 
 
No. Criteria Extremely 
good  
Good  Average  bad Extremely  
bad 
1 Easily assessable      
2 Humble and soft spoken personal      
3 Able to provide complete 
resolution 
     
4 Overall customer care service      
5 Overall after sales services      
 
26. How far are you satisfied with the following factors for your service provider? 
  
 Factors  Very 
dissatisfied 
Dissatisfied  Neutral  Satisfied  Very 
satisfied 
1 Tariff /price call rate      
2 Network connectivity      
3 Coverage area      
4 Value added services offered      
5 Roaming facility       
6 Transparency in billing      
7 Easy avaibility of recharge etc.      
8 Customer care service       
9 Sales promotion offers      
10 Voice clarity       
11 Dealer network       
       
 Overall satisfaction level      
 
27. Any suggestions or area where must improves? 
………………………………………………………………………………………………………
………………………………………………………………………………………………………
………………………………………………………………………………………………………
……………………………………………………………………… 
 
 
 
 
(Thank you for your cooperation in this important study) 
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ANNEXURE – III 
 
QUESTIONNAIRE FOR DEALERS 
 
 
Dear Respondent, 
 
I am conducting research under faculty of management at Saurashtra University,Rajkot for 
the study of  “An Empirical Study  of marketing strategy of telecom sector in Gujarat state” 
 
Your cooperation is deeply solicitudes to provide the relevant information as per the contents 
of the questionnaire. Information provided by you will be confidential. 
 
 
 
Name : ………………………………………………………………………………………. 
 
Address : ……………………………………………………………………………………. 
 
 
 
1. Which of the following companies / brands do you cater to?    
 
(a) Bharat Sanchar Nigam Limited (BSNL)                      
(b) Reliance Telecommunication Limited ( Reliance)       
(c) TATA Teleservices Limited (TATA)                           
(d) Vodafone Essar Limited (Vodafone)                           
(e) Bharti Airtel Teleservices Limited (Airtel)                    
(f) Idea Cellular Limited (Idea)                                         
 
2. Kindly mark the following dealer objectives.                                              
                    
                (1) To enhance the Market/Segment Share          
               (2) To achieve the targeted profit objectives        
                (3) To enhance the consumer brand loyalty         
                (4) Any other specify ………………………   ……….. 
 
3. In which of the following areas do you receive directions from the companies?  
 
(1) Sales target           
(2) Customer service      
(3) Discount/Schemes     
(4) Customer Satisfaction areas to be covered  
(5) Advertisement Planning    
(6) Any Other Specify ……………………………. 
 
4. Do you take part in Marketing Decision making activity of the company?  Yes  No 
 
       If Yes, How often do you take part in decisions? 
 
                (1) Regularly                             
                (2) Sometimes                           
                (3) Occasionally                        
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5. Which of the companies (names mentioned in Q.No.1) gives the: 
 
              (1) Best channel margin                                              
              (2) Best channel penetration         
              (3) Best channel delivery speed to customer’s           
  (4) Best channel support         
             (5) Best quality of the product         
             (6) Best technical support         
 
6. Which of the following company product attributes appeal most of the customers?    
     Kindly rank them on a scale of 1-5 (1 for the most appealing and 5 for the least) 
 
(1) Product features                                                   
(2) Product quality                                                     
(3) Product range                                                       
(4) Low price                                                             
(5) Ads on TV/Newspaper                                        
(6) Convincing power of dealers                               
(7) Premium price                                                      
(8) Customer care service ( pre and post sales )        
 
7. Do you take feedback from the customer after the sale of the product?   Yes    No  
 
    If yes, Do you forward the feedback to the company?                              Yes    No  
 
 
 
 
8. In the current market scenario which of the following areas need to be more   emphasized     
    and developed, in order to make a difference in the Telecom service sector . 
    (Tick whichever attribute is appropriate) 
 
             (1)  Product Strategy:   
             Quality  
             Range  
             Features  
             Brand image  
                        Any other (specify)  ……………………… ____________ 
            (2)  Price Strategy:  
             Price cuts   
   Cost cuts  
   Payment and credit terms   
   Any other (specify) ……………………… ____________ 
 
             (3)       Promotion Strategy: 
            Advertisements  
            Discounts and schemes  
            Dealer  
               Any other (specify)  ………………………. 
        (4)    Distribution Network:   
            Number of Dealers/distributors     
            Channel Margins  
            Channel Support  
           Channel Delivery speed to the customer’s  
 Any other (Specify)  ……………………… __________ 
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_ 
9. Are you satisfied by the kind of compensation received from the company for providing?   
    Seller support?   Yes       No            
 
a. Gross margin and overhead contribution                                 
b. Promotional allowance and below-the line benefits                      
c. Distribution Exclusivity                                                             
d. Continuity of Supply                                                                     
e. Market Development                                                                     
f. Credit                                                                                             
g. Any other (Specify)                                                                       
 
                      
 
 
 
 
 
 
                           (Thank you for your cooperation in this important study) 
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ANNEXURE – IV 
QUESTIONNAIRE FOR TELECOM SERVICE PROVIDER 
  
Dear Respondent, 
 
I am conducting research under faculty of management at Saurashtra University,Rajkot for the 
study of  “An Empirical Study  of marketing strategy of telecom sector in Gujarat state” 
 
Your cooperation is deeply solicitude to provide the relevant information as per the contents of 
the questionnaire. Information provided by you will be confidential. 
 
 
 
Name: ………………………………………………………………………………………. 
 
Address: ……………………………………………………………………………………. 
 
Please put a tick mark in the appropriate boxes wherever required.  
              * Kindly consult the other departments/divisions of the company wherever required. 
              * Please do not leave any question unanswered. 
 
1. Your company provides: (specify services). 
 
        Voice mail service:                                                         � 
      Call waiting:                                                                    � 
      Call hold:                                                                         � 
      Call divert:                                                                      � 
      3-way call conferencing:                                                 � 
      CLIP (Caller Line Identification Presentation)               � 
      CLIR (Call Line Identification Restriction)                    � 
      International SMS                                                           � 
      Net Connect                                                                     � 
 
2. Which functional domain do your products and services address?  
    (Kindly specify the Percentage, in case of more than one domain). 
 
1. Banking                                                         
2. Manufacturing                 
3. Insurance & Other financial services        
            4. Health Care                 
            5. Retail and Distribution                    
            6. Others                 
 
3. Which of these promotional activities does your company undertake? 
 
1. TV Ads      
2. Internet Ads      
3. Print Ads      
4. Customer Incentives/Discounts      
5. Seminars/Exhibitions      
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6. Personal Selling      
7. Any other (Specify)                               ………………………. 
 
4. Approximate Advertisement Budget (p.a.)  ………………………………………………. 
 
 
5. Approximate marketing expense (p.a.)  ……………………………………………….. 
 
6. Which of the following marketing channel does your company use to distribute                               
your products/services? Also kindly mention the approximate revenue earned through each 
channel (approximate)? 
 
                                                                                           Revenue Earned 
               
a. Direct marketing to end user                                 ………………….. 
b. Through your own offices                                     ………………….. 
c. Through the Internet                                              ………………….. 
d. By forming associations with other companies.   ………………….. 
e. Dealer/Distributor                                                 …………………… 
f. Any other                                                                      …………………………. 
 
                                                                                                                                                                   
Yes  No 
 
7.  Do you believe that pre and after-sales service is important?        
 
8. Has the company fixed any specific amount of after-sales service charges?        
 
9. Does the company maintain customer database?                       
 
10. Does the company have any authorized after-sales service stations?            
 
11. Does the company take feedback from the customer after sale of the product?                                                                                                                                            
 
12. What kind of manpower technology does the company use ; 
 
a. Purely Indian                          
b. Purely Foreign                        
c. Foreign and Indian both          
d. Any other Specify   ………….. 
 
 
13. The sales personnel recruited possess, which of the following qualifications: 
 
a. Diploma in marketing and sales             
b. MBA (Marketing) / MBA (IT)               
c. B.E.                   
d. Graduate                  
e. Any other specify     …………………. 
 
14. What kind of training do you provide to the new Marketing Personnel? 
      ……………………………………………………………………………………………… 
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15. Stipulated training period for new marketing personnel. 
 
      ……………………………………………………………………………………………… 
 
      
16. Compensation to the marketing personnel is given in the form of: 
 
(a) Fixed Salary                                                                           
(b) Fixed Salary cum commission on sales               
(c) Only commission on sales and incentives           
(d) Any other (specify)    ……………………………… 
 
 
17. In which of these areas would you like your company to improve its marketing strategy: 
 
(a) Product                                 
(b) Price                                     
(c) Promotional activities          
(d) Distribution Network           
(e) Customer service                    
 
 
 
 
 
Please attach your business card if you would like to receive a copy of the study findings 
 
 
 
(Thank you for your cooperation in this important study) 
 
